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The VOICE of the 


HE national income produced 
in the United States in 1933 
amounted to $39.8 billion, accord- 
ing to a preliminary estimate an- 
nounced by the National Industrial 
Conference Board. This represents 
an increase of $1.5 billion, or 3.7 
per cent over the the total of $38.3 
billion for 1932. Income per capita 
WAIT'LE THE 

wi 


FE HEARS 
ABouT IT/ 


of the total population was $316 
in 1933, as compared with $307 
in 1932. 

In the three years, 1930 to 1932, 
the national income declined con- 
tinuously from $83 billion in 1929, 
to $70.5 billion in 1930, to $54.7 
billion in 1931, and to $38.3 billion 
in 1932. The figures on a per cap- 
ita basis show even more strikingly 
than do those of total national in- 
come the decline that took place 
from 1929 to 1932. These figures 
are: 1929, $683; 1930, $572; 1931, 
$440; 1932, $307. In 1932 per 
capita income was the lowest in 24 
years, being only $7 above the per 
capita figure for 1909. 


* * * 


IRST signs of Summer! The 
appearance of a car card in the 
trolleys of New York (and much 
to our surprise we saw it for the 
first time) in bold face type: 
BOOT AND. SHOE RECORDER 
SAYS: 


“White shoes will have more 


uses than ever this year, for 
street, sports and informal 
evening wear.” 
CARBONA SHOE WHITENER 
“Will not rub off” 
L0c. and 25c. Tubes 


*% * * 


HE sales policy of “one-price 

to all” is sweeping the country. 
The Colgate-Palmolive-Peet Com- 
pany has put into effect its new 
sales policy of one-price-to-all plus 
pre-payment of freight and Federal 
excise taxes. Buyers, large or small, 
get the same price regardless of 
volume on all toilet items. 

With this policy the company 
aims a body blow at the loss-leader 
evil which has made so many ad- 
vertised products a football in retail 
price wars. The company appre- 


I'LL TAKE 10 
UR ODS AT 


ciates that the larger number of 
retailers want to conduct their busi- 
nesses at a profit and wants to help 
them do so. It believes that its new 
sales policy will turn its products 
into profit leaders because the 
prices assure a 33 1/3 per cent 
profit. 
* * * 
C. CARROLL has been ap- 
* pointed aide-de-camp on the 
Kentucky governor’s staff, with 
rank of colonel. Mr. Carroll ac- 
quires this peace-time military dis- 
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tinction and title through selection 
by Governor Ruby Laffoon. Mr. 
Carroll’s family has long been iden- 
tified with the State of Kentucky. 


* * * 


ATHAN HACK, of Detroit, 
says: “Feet of children should 
be examined in Springtime.” He 


tells the public through the Detroit 
Free Press: 

“With a total public school pop- 
ulation of 260,441 there are 516 
health education or gymnasium 
teachers but none who specializes 
in corrective work, such as posture 
and the care of the feet. Inasmuch 
as the school authorities are unable 
to continue this essential work, all 
parents interested in their children’s 
welfare should take the necessary 
steps to insure their foot health. 
This can be done by having the 
family doctor, or the pediatrician 
whom he recommends, examine 
their feet periodically, and by see- 
ing that they are fitted to scientifi- 
cally constructed footwear.” 


* * * 


ONTINUING its battle for the 

exemption of the Boston Shoe 
Fair from provisions of the code 
which forbid its being held as us- 
ual, the New England Shoe and 
Leather Association is circularizing 
every New England manufacturer 








with a four-page folder summariz- 
ing the association’s contention that, 
to end this annual trade event, 
would be a rank injustice and harm- 
ful in its effect on the New England 
shoe industry. 

The message ends with a request 
that the recipient send a_ protest 
direct to President Franklin D. 
Roosevelt; and a copy to General 
Hugh S. Johnson, National Recov- 
ery Administrator. 


* * * 


ELEBRATING the anniversary 
of a year’s continuous opera- 
tion, 301 employees of the Walker 
T. Dickerson Company of Colum- 
bus, Ohio, met on March 15th. Ice 
cream was served to the women; 
and cigars and cigarettes to the 
men; and coffee to everyone. 
What a contrast—for it marked 
the anniversary of the end of the 
Bank Holiday period. 


* * * 


AGE ALLEN & COMPANY, 
Inc., of Hartford, Conn., says: 
“We have found the July Style 
Show in Boston to be very helpful 
and instructive. As a matter of fact, 
we have come to rely on it for the 
selection of the Fall Merchandise. 
If there is any way in which we 
may help to make this style show 
in July possible, please feel free 
to call on us.” 





OUIS J. ROBERTSON, Chair- 

man of the Board, Tanners 

Council of America, in a Washing- 
ton Conference said: 

“I may appear in a somewhat 
anomalous light, for the code of 
fair competition for the Leather In- 
dustry (which employs 57,000 
workers and has a normal annual 
output of $400,000,000) has few so- 
called fair-practice provisions. The 
elimination of style piracy and the 
inclusion of uniform sales contract, 
and terms constitute the fair prac- 
tice provisions of the basic leather 
code. One or two of the minor di- 
visions of the leather industry have 
gone a step or two farther in set- 


BOOT 








—wWe are living in a complex age. 

—Not so many generations ago the average 
citizen was more or less dependent upon 
himself alone for his food, clothing or 
shelter. 

—But the machine, swift transportation and 
a consequent high standard of living have 
created a new situation which empha- 
sizes, as never before, the interdepen- 
dence of all men. 

—I was interested recently in learning that 
for every man employed in an automo- 
bile plant there are eighteen other people 
employed. 

—These others are employed in selling, in 
the mining of coal, copper, iron or other 
mined material used in the making of a 
car, or are engaged in working at gas and 
oil service stations, battery shops, acces- 
sory and tire stations. 

—So, it doesn’t require much imagination 
to realize that the other fellow’s fortune 
or misfortune has a very definite effect 
upon your own status. 

—We must all pull together or we will all 
fall apart. 


President. 


ting up provisions regulating com- 
petition. But these regulations are 
1elatively simple.” 


* * * 


OGER A. SELBY, president of 
the National Boot and Shoe 
Manufacturers Association and of 
The Selby Shoe Company, Ports- 
mouth, Ohio, was elected a member 
of the Permanent Committee of 
Twelve for Consumers Industries of 
National Recovery Administration, 
ai the meeting of Code Authorities 
held in Washington, March 8, 1934. 
The Planning and Fair Practice 
Committee of the Boot and Shoe 
Manufacturing Industry attended 
the first part of the meeting; but a 
call to attend another group meet- 
ing necessitated the entire Commit- 
tee’s leaving the Convention before 
the nominations were made. 
There were, therefore, no nomi- 
nations offered by the shoe manu- 
facturing industry; and it was a 
complete surprise to Mr. Selby and 
to the members of the National Boot 
and Shoe Manufacturers Associa- 
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tion when the announcement was 
made and Mr. Selby was requested 
to appear with the Committee of 
Twelve, for the first meeting with 
General Johnson to formulate plans 
for the future. 


* * * 


C. SAMS, president of J. C. 
¢ Penney Company, says: 
“The National Recovery pro- 
gram, with its resulting price ad- 
vances and accelerated consumer 
purchasing power, apparently had 
an immediate direct effect on the 
operations of the company. The 
management, upon the institution 
of the National program and the 
approval of the subsequent Retail 
Code by the Administration, gave 
their full support to this program 
and sought immediate conformity 
throughout the company with pro- 
visions and aims of the respective 
regulations. During the latter part 
of the year the company’s total 
number of personnel and its aver- 
age salary and wage disbursement 
accordingly expanded considerably. 
However, because of the increase 
in sales during the second half of 
the year, which is the more impor- 
tant to a retail merchandising or- 
ganization, the salary and wage 
costs remained within reasonable 
bounds.” 





RANK M. MAYFIELD, presi- 
dent of the Associated Retailers 
of St. Louis, says: 

“I believe the social conscience 
of the American people has prog- 
ressed to the point where they will 
not return to low-wage scales any 
more than they would permit a re- 
turn to the exploitation of child 
labor. 

“And I, for one, will welcome the 
opportunity to have short hours and 
to pay high wages without having 
a competitor cut my throat by hav- 
ing neither. The fair-practice pro- 
visions of the code should remain 
and should be amplified. I am sure 
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I could mention hundreds of ex- 
amples of business practices easily 
corrected under the code which 
business, by itself, seems not to be 
able to remedy.” 


* * * 


HE abolition of fixed-price 

stores, within three months, 
was voted by the Chamber of Depu- 
ties in Paris. Tremendous pressure 
has been exerted by hundreds of 
thousands of small merchants who 
contend that fixed-price stores are 
underselling them. But the Senate 
opposes such drastic measure in the 
belief that such stores tend to lower 
the cost of living but nevertheless, 
the Senate shows a disposition to 
accept some regulation of chain 
stores. 


* * * 


P. GILBERT of the Gilbert 
Shoe Company of Thiens- 
ville, Wis., says: 

“We are the first shoe factory in 
this country to adopt the new sched- 
ule of hours and wages and that 
action has had a very good effect 
on our employees. Beginning Mon- 
day, March 19th, the ‘KALI-STEN- 
IKS’ factory adopted and put into 
effect President Roosevelt’s and 
General Hugh S. Johnson’s sugges- 
tion of a 36-hour week and a 10 per 
cent increase in salary; and strange 
as it may seem, it has hardly af- 
fected our production. In other 
words, our employees are doing 
practically as much work in 36 
hours as they have done in 40, 
which means at the end of the week 
their pay check is higher and they 
have worked less hours.” 

* * * 


A. MITTELMAN, president 

¢ of the National Shoe Re- 
tailers Association, before the De- 
troit R.S.D.A., said: 

“Increase your advertising ap- 
propriation, as a solution for the 
revival of business. Money spent 
for advertising now is not an ex- 
pense but an investment. Since the 
price of shoes is going up, due to 
higher wages and shorter hours, it 
is no more than right to mark shoes 
at a fair legitimate profit, instead 
of trying to undersell. Advertise 
your shoe sales after the season but 
not during the busy season when 
you can make a profit. 


“With the business recovery of 
today, you will find less price re- 
sistance. It is therefore advisable 
to feature quality and style, not 
merely shoes at a price. 

“Finally, don’t overlook your 
windows in advertising budget. 
There is your greatest asset. Win- 
dows well dressed and shoes prop- 
erly displayed cinch the sales.” 





tee 


T 


LBERT BAXENDALE, sales 

manager, of the O. A. Miller 

Treeing Machine Co., Brockton, 
says: 

“Inclement weather this present 
season has brought real business to 
shoe tree manufacturers. 

“When consumers learned how 
effectively shoes dried out with. the 
aid of trees.” 


ee ‘ < 
A GRAHAM 
HUNTER- 


“Tell Bill it’s his turn to wear the shoes this afternoon.” 















for the feminine foot which bedeck the Padova 

Shop, most recent innovation of the shoe depart- 
ment of Saks Fifth Avenue, stands Andre Perugia— 
world-famous shoe designer. As an acknowledged au- 
thority, M. Perugia, who has fitted queens, is offering 
his advice and services to fastidious women who can 
afford to buy the products of his genius. 

“But will my foot take this rounded toe?” asks a 
fashionable customer. “Mais ouis, madame—see 
here . . .” answers M. Perugia, as he launches into 
a flattering discourse as to why that particular shoe 
is suitably apportioned to her foot. She is satisfied, 
convinced. For no one questions the superior knowl- 
edge of Perugia. 

In engaging the services of M. Perugia, Saks shoe 
department has developed a feature that is proving to 
be a sensation from every standpoint. The shop, situ- 
ated in a well-lighted corner of the floor, is an exact 
reproduction of the Perugia shop at 4 Rue de la Paix, 
in Paris. It is tastefully decorated. Full-length mirrors 
line the walls and the customer treads a soft carpet 
of subdued color. The whole is an atmosphere of dis- 
tinction plus simplicity—an admirable setting for his 
artistic offerings. 

The shoes themselves challenge the imagination of 
any designer—white satin, finely sprinkled with gold, 
gold kid in combination with petit-point, shoes of the 
Dutch sabot type with up-swing toes, heels of every 
description—some decorated with the most intricate 
designs. M. Perugia entertains a strong feeling for 
low-heeled shoes to be worn until four or five o’clock in 
the afternoon, and these form a large part of his 
amazing collection. 

On Greta Garbo’s feet, M. Perugia made interesting 
comments. “Garbo’s feet big? Mais non, that is the 
base canard. She has the feet, very, what you call, 


fe the midst of a multitude of exquisite creations 
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Challenge the 
IMAGINATION 


And SELL 
More SHOES 


—Says Andre Perugia 


sympathique. It is the shoes that are wrong. Nevaire 
do they fit. Always in the cinema I look at her feet. 
The good shoemaker, he could make Mlle. Garbo’s 
feet look as heavenly as her face. Always she wear 
the flat-heeled shoe—but not always the beautiful flat- 
heel one.” 

M. Perugia’s main theme is that an ill proportioned 
foot can be made to seem well proportioned by the 
aid of clever designing, and in no way does he advise 

[TURN TO PAGE 65, PLEASE] 








Andre Perugia illustrates on shipboard the new 
“machine-age” heel. 
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Byrd in Little America’ 





FRANK MELVILLE, JR. 


Melville, Jr.’s, entering the shoe business, the 

organization which bears his name, as well as 
the imprint of his personality, met at the Hotel New 
Yorker on March 14th. Two hundred men employed 
or affiliated with the Melville Shoe Corporation ex- 
pressed their felicitations. 

The meeting was in the nature of the “last round-up” 
convention of metropolitan district managers, head- 
quarters and warehouse executives and climaxed a 
three days’ convention for the district. It was the con- 
summation of a series of meetings which began at 
Jacksonville, Fla., on February 19th, in celebration 


C ELEBRATING the fiftieth anniversary of Frank 


and 


Boys in Manhattan 


Felicitate 


Frank Melville, Jr. 


90 YEARS 
IN SHOES 


of the fiftieth anniversary of the Melville Shoe Cor- 
poration. These anniversary meetings, which covered 
a large section of the country, were held in Atlanta, 
New Orleans, Dallas, St. Louis, Cincinnati, Omaha, 
Pittsburgh, Chicago, Cleveland, Detroit, Syracuse, 
Springfield, Boston, Washington, Philadelphia and 
Providence, aside from the aforementioned cities. 
Ward Melville, son of the founder, read the follow- 
ing telegram, which was the thrill of the convention: 


“FROM LITTLE AMERICA, ANARCTICA, FRANK 
MELVILLE, JR.. THOM MCAN SHOE COMPANY, 
ON THE FIFTIETH ANNIVERSARY OF YOUR SHOE 
BUSINESS I WISH TO SEND MY CONGRATULA- 
TIONS AND TELL YOU HOW GLAD WE ARE TO 
HAVE THOM MCAN SKI BOOTS AT THE SOUTH 
POLE. THEY ARE DOING SPLENDIDLY. GREET- 
INGS TO YOU AND YOUR STAFF. RICHARD E. 
BYRD.” 


Here’s the tabloid story of the man honored—born in Brooklyn 
in 1860, Frank Melville, Jr., after local schooling, led a life of 
varying business adventures. A job in a hat factory, assistant 
bookkeeper for a slipper manufacturer, a cattle puncher on a 
ranch in the Dakotas, a farmer, an agent for the Wyoming 
Stage Company, ferry master on the Cheyenne River, are among 
the many occupations which he experienced in the ever-constant 
effort to find himself. 

In 1885 he came to realize that his forte was in business rather 
than in agriculture or any other pursuit, and as Wyoming was 
a long ways from a patiently waiting financee in Brooklyn, he 
came East, starting in a Nassau Street shoe store at $11 weekly. 
Soon he became manager of another store where he received the 
weekly wage of $18. Within a year he was offered a job with a 
shoe jobber at $35 a week, but he chose to take 5 per cent com- 
mission instead. He had this position for four years, during 
which he attracted the attention of the shoe trade by his revolu- 

[TURN TO PAGE 72, PLEASE] 








LOUIS G. FEMAN 


retailer, in hiring a new salesman, merely went 
to the trouble of asking his prospective employee 
if he was experienced in selling shoes. If the answer 
was favorable and the man looked promising, he was 
hired. The emphasis was placed on the experience of 
the man. This seemingly summed up the whole test. 
That kind of an interview was sufficient in another day. 
Now, however, the important thing about a shoe sales 
person is not how much experience but what kind of 
experience he possesses and upon what knowledge it 
is based. 
Does the new man know and understand shoe ma- 


‘i HERE was a time, not so long ago, when a shoe 
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Must Replace 


It is a rare thing in this country to find a room filled 
with shoe men who meet as a class room group to discuss 
the problem of retail shoe selling. 


Here is a class that has attracted the attention of some 
of the leading shoe men in the United States, not only 
because it is unique, but because of its liberal point of 
view and the manner in which the subject is dealt with. 


Louis G. Feman, instructor, comes to the course with a 
life time of study and experience in the shoe field. For 
many years he has sold shoes on the floor. He has sold 
shoes on the road. He has been a shoe factory man in 
practically all branches of the industry. He has worked 
for the leading factories in the United States as a de- 
signer of shoes and a production man. He has been a 
shoe manufacturer for about ten years. 


Mr. Feman holds a degree of Civil Engineering from a 
leading technical college. He has also studied the foot 
with one of America's leading authorities on Ortho- 
pedics. He has studied teaching at a leading New York 


University. He has been conducting classes in shoe 


merchandising for nearly four years. He also conducts 
a class in shoe designing. 


—THE EDITOR. 


terials? Does he know shoe construction? What does 
he know about the last, the shoe, the feet and the rela- 
tion of these things to one another? What does he 
know about the retail shoe sale and the human reactions 
that go on during a sale? If he is to fit a pair of shoes 
intelligently, is it necessary for him to know the cor- 
rect way to walk? 

Many stores feel, that with the kind of retail shoe 
selling knowledge that is prevalent today, they are 
better off in taking on people who have no experience 
in selling shoes. They would rather break in their own 
salesmen than make the man forget the hunch and 
guesswork system. 

I hardly need point out that the last ten years have 
brought to the shoe business much of refinement in the 
shoes manufactured. This is evidenced by the large 
stock of sizes and widths featured in any ordinary shoe 
store. The prevalent and ever-increasing emphasis on 
special feature shoes and the publicity given to them 
have developed a new type of consuming public. What 
is the effect of all this on the retail shoe person? For 
all practical purposes, he has to be a new type of sales 
person, trained to the new problems of shoe selling. 


It may truly be said that the shoe business today 
is being conducted on an intelligent basis. Shoe 
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“Guess How’ in Selling 


By LOUIS G. FEMAN 


Instructor, Shoe Merchandising Class, under New York Board of Education 


manufacturers, last manufacturers and shoe retail- 
ers everywhere have been asking themselves ques- 
tions. Why are we doing this? How can we sell 
more shoes, sell them better and make more money 
doing it? What is it all about? So the search 
is on. 

They are getting away from the hit and miss guess- 
work basis. They are applying good hard common 
sense. Common sense that is trained and organized 
is science. Before a science of fitting shoes can take 
shape, there must first be built up a system of retail 
shoe store practice which will embody the methods, 
plans and rules of the most efficient shoe organizations. 
Several attempts have been made to do this. Some 
work has been done, but up to the present, no plan 
for the guidance of the student of retail shoe selling 
has been offered. 

To supply this deficiency, to discover a method based 
upon sound business practice, I have organized a course 
in shoe merchandising. This course is conducted at the 
Central Needle Trades High School of the City of 
New York, under the auspices of the Board of Educa- 
tion. I need hardly say that this course makes no claim 
to finality. If the classification of the material and 
the uniform method should do no more than to sug- 
gest improvements upon themselves, the work I feel 
would have been worth while. But I venture the hope 
also, that the material is of practical value in its 
present form. 

This brings us to the course itself. What do the 
members of the class gain by attending? How is the 
class conducted? What do they learn? Briefly, all 
the material covered in the course is arranged in a 
Course of Study. This contains 60 lessons. Each les- 
son consists of a class session lasting two hours. The 
course is given in the evening and is conducted along 
the most modern educational lines. 

The topics, as they appear in the course of study, 
are presented to the group. They are discussed from 
many different points of view. No dry as dust air sur- 
rounds the class discussions. No musty odor of the 
school room here. The class meeting has the air of a 
general get-together, let’s help one another spirit. Men 
come to class after a hard day’s work. They come to- 
gether not to learn to follow some fixed rules, but to 
learn how to choose. The teacher guides the discus- 


sion and the results are formulated along prattical 
workable lines. There is no censorship on anything. 
Shoe construction, for example, is approached from 
the point of view of the consumer rather than from 
the manufacturer’s position. 

How can we best meet our consumer’s needs? For 
example, each year brings new groups to the class. 
Some of the men work in stores, where shoes of the 
well known flexible shank construction are sold ex- 
clusively. Other members of the class work in stores 
that feature shoes built on the rigid shank construction. 
The class discussion, as you can readily imagine, waxes 
hot, for a while. The class is reminded that educators 
are only seekers of truth. As a result of these discus- 
sions we have worked out a chart showing the advan- 
tages and disadvantages of the different shoe construc- 
tions with understandable “whys” and “hows.” 


HAT are the differences between the last, the shoe, 

and the foot? The foot then comes in for a period 
of study; the external foot, the bony foot, how the foot 
does its work, analysis of the foot at rest and in mo- 
tion. How are the forces of the weight of the body 
distributed through the foot? What are the several 
theories advanced as to the points of bearing? 

The ills of the feet cover about five lessons. Sug- 
gestions for the treatment of sick feet. The retail shoe 
sale is one of the most important topics in the course. 
This is treated in all its phases. The entire sale, in its 
mechanical, psychological and practical aspects, is dis- 
cussed. The arithmetic of retailing is analyzed and 
worked out. The language of the retail shoe business 
is given a definite meaning. The relationship between 
the salesman and the store holds the class’s attention 
for a period. The effect of the code and the N. R. A. 
on retail shoe store practices is developed. And lastly, 
the opportunities for greater promotion and greater 
service that lie ahead for the progressive seller of shoes 
and the progressive shoe merchant. 

This, in a measure, is part of the job trying tc make 
education—not guess work—solve the shoe fitting prob- 
lem. With the cooperation of the retailers of shoes 
in and about Greater New York I believe that we have 
only scratched the surface of possibilities that exist for 
improving our truly wonderful shoe industry. 
















































Stock Control by the 


By HARRY B. TEETS 


Manager of Shoe Department, Denver Dry Goods Company, Denver, Colo. 
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This is the Denver Dry 
Goods Company’s “Vis- 
ible Index,” on which is 
kept continually a sample 
of every shoe in the 
stock, with a size sheet 
in each sample. It is 
located in the buyer's 
office. 


OR decades the Denver Dry Goods Company has 
operated its shoe departments with results prob- 

ably better than the average. Yet only in the 
past two years have we developed a stock control sys- 
tem that really does what the name implies, for it has 
enabled us to reduce our stock considerably and at 
the same time meet our customers’ demands better than 
we did with the larger stock. 

Consequently our profit showing for 1933 was quite 
satisfactory, and the shoes on our shelves are clean as 
a whistle. What more can you ask of a stock control 
system? 

Yet, after all, there is not a single new or spectacu- 
lar idea in the entire system, nothing but a combination 
of good old standard practices known to almost every- 
one. 

The key to the whole system is what we call our 
“Visible Index,” nothing more nor less than a rack 
which holds a sample shoe of every style in the depart- 
ment. (See sketch.) This is located in my office im- 
mediately adjacent to our stock shelving. Thus it is 
handy for me and handy for the salesmen. 

On this rack each price line occupies a separate 
shelf, with slippers, etc., on the bottom shelf. There 
























is a separate rack for men’s shoes and another for 
children’s. 

Every Monday morning the salespeople take sizes on 
their respective stocks. (See Sheet A.) These size 
sheets go to the bookkeeper, who adds to each the fol- 
lowing information: 1. Pairs on hand. 2. Sales for 
the week. 3. Sales for the season. 4. Pairs on order. 

Each size sheet goes into the proper sample and 
that’s where the “control” begins to function. I inspect 
every size sheet promptly, thoroughly and religiously. 
The information there tells me what to reorder, what 
to P.M., what to reduce in price. I get that informa- 
tion while it is hot. I do something about it, not next 
week, but immediately. That’s stock control. 

These samples are never put away. When one is 
sold it is immediately replaced by another. The con- 
stant visibility is what does the work, actually seeing 
the shoe and seeing its record. 

For years I labored under the comforting delusion 
that I could carry our entire stock in my mind and 
that I knew just how each style was selling. I know 
better now. 

At any rate, since putting in this “Visible Index” we 
have reduced by 50 per cent the number of styles 











BOOT AND SHOE RECORDER, March 24, 1934 


“VISIBLE INDEX’ 


As told in an interview to Murray C. French 


carried; we have stepped our turnover up to over four 
times in women’s shoes and very nearly that high in 
men’s and children’s; we have avoided buying styles 
that were not really needed; and we have sized up 
promptly those that were needed. 

Not so long ago I would have ridiculed the idea that 
we could cut down our number of styles by 50 per cent 
end still do business. But after using the “Visible In- 
dex” two years, I’ll go further and say that if we were 
doing twice our present volume we could do it on very 
nearly the same number of styles we now carry. We 
would just carry more pairs and keep them coming 
faster. 

The fact is that one style, carefully selected, answers 
a wide range of demand if its sizes are kept up. A 
second style, “just a little different,” is seldom neces- 
sary. 

Yet without the automatic check of a “Visible In- 
dex,” that second style is likely to look so good in the 
sample that the buyer feels he simply cannot get along 
without it. Result—two fair-selling lines which are 
soon two groups of broken sizes, instead of one style 


DEPT. NO. 13 


A. This Size Sheet is taken on ae Taal 
each style every Monday. It — 
shows (1) sizes on hand, (2) 
sizes already on order, and (3) 
sizes needed-to-order today. 
Also sales for the week and the 

season. 


° 


B. Daily Sales Sheet on which 
the wrapping girl records the 
stock number and size of each 
sale under the proper price line. 


eo Ww 7 

C. Ledger Sheet on which the 

daily sales are checked off the 

individual stock numbers. Each 

Ledger Sheet represents a 
separate price line. 


4te 


Pore 1) ta-o08 


D. Recap Sheet on which the 
data from the Ledger Sheets 
are totaled every two weeks, 
segregated according to (1) 
materials and (2) patterns. 


a 
woo fe prs 68|K225 fal Ka0o 
tte 2te se. 


with enough pairs on hand so the wanted size is Johnny 
on the spot. 

The salespeople, old as well as new, constantly refer 
to this “Visible Index.” For instance, when a customer 
asks for some certain style which, for the moment, es- 
capes the salesman’s mind, he slips back and glances 
over the samples. If it’s there we have it; if not, we 
don’t. 

A salesman looking for a certain odd size can locate 
it faster from the size sheets than from the stock. In 
many ways the “Visible Index” speeds up service. In 
itself, the very act of taking sizes every week keeps 
the salesmen doubly familiar with their stocks. 

I think I am right in saying the success of a stock 
control system may be measured by the degree of fresh- 
ness of the stock. So I might mention that our Febru- 
ary inventory showed the following percentages of stock 
less than six months old: Men’s, 84.2 per cent; Wom- 
en’s, 88.4 per cent; Children’s, 93.1 per cent. 

Now a word about how we compile our pair records. 
As each sale comes to the wrapping desk, the girl there 

[TURN TO PAGE 44, PLEASE] 
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What the 


The New Season's Approach to 





Shoe Selling as Revealed in the 
Copy of Outstanding Stores the 
The Country Over 





~, ROM New York to Los Angeles, shoe merchants 
are promoting their wares with “smart” opti- 
ee mistic copy in anticipation of “the brightest 
FASHION MOR Bak 3A Spring in years!” 
“| Advertising is an infallible index to trade conditions, 
and the fact that shoe advertising is on the upgrade 
shows that merchants are looking forward to better 
business. Remarkable strides have been made in the 
past year or two in making newspaper advertising of 
all kinds more attractive, more interesting, more com- 
pelling. This improvement means a stronger sales ap- 
peal. How do your ads measure up in layout and copy 
with those shown here? Now’s the time to look them 
over critically and make sure your store publicity will 
compare favorably with that of other shoe stores in 
your community and elsewhere. 
To give you an idea of the kind of copy that is being 
used this season by shoe stores in different cities and 
localities we quote the following, clipped from recent 


; « 
IMPERI AL issues of newspapers all over the country: 
VOLK BROS., Dallas: —“Fashion, by endowing 


ANAL AT BOURBO 
Spring apparel with a smart simplicity, naturally high- 
lights the importance of footwear. So you'll find shoes 
of spring more exciting than in ages. 
“Knowing that she can never be well dressed without 
the proper shoes, the discerning woman chooses with 
the utmost care. And where could more complete selec- 


tit] 
re rhe, | 
ila, 


mae 


tions of beautiful, authentic footwear be had than at 


> oe ; . 
+7 VAX ring att Mew Volk’s, who sell more fashion shoes than any store in 
7 by X — the Southwest?” 

~ cee, “eu 


PATENT PUMPS | | aa SCRUGGS, VANDERVOORT & BARNEY, St. Louis: 

Step Forth to a Shining Spring! me —“What a treat this new little shop is offering to St. 

%6 50 of sig ’ Louis! As convenient as can be (right on the first 

. gm eeetast at ‘J floor) . . . and such shoes as you'll find there! More 

ene than 50 up-to-the-minute Spring styles, glorifying 

newest versions of pumps, straps, oxfords, step-ins, high 

ties and one-eyelet ties! And the colors? Blue, black, 
brown, gray and even WHITE! 
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Spring Shoe Ads Say 





Advertising Is the News of the Shoe Store— 


BURDINE’S, Miami Beach:—“This Sandal Oxford 
Two Times Fashion . . . designed to do double fashion 
beauty. Sporty enough for sports, but because of its 
generous cut-outs in soft white china buck, it is simply 
perfect for dressy, daytime wear.” 

Many ads make a feature of the new “windswept,” 
“windblown” or “streamline” fashion, linking up their 
shoes with the recent mode in wearing apparel. 


RUSSEK’S I. MILLER, Detroit: —“Here in this 
glorious Spring collection are the perfect footnotes to 
the new windswept fashions of the day—from glamorous 
cocktail sandals to daytime pumps—slim and trim as 
a racer! Footwear to match your mood—your new 
Easter ensemble—footwear to start you Springward in 
vast array!” 


IMPERIAL SHOE STORE, New Orleans: — “The 
forward movement . . . design that suggests vibrant 
action ... is the keynote of the mode for Spring. You'll 
see it expressed in hats, coats, suits and of course in 


our very newest shoes!” 


Make It Interesting and Worth Reading 


SANGER’S, Dallas:—‘“Step forth to a Shining 
Spring! Yes, shining with newness and the gleam of 
patent leather. Miramar Seamless Pump to wear with 
the new streamline fashions . . . also in Navy, Black, 
Brown or White.” 


KLINE’S, Kansas City:—“Quick! Get your Spring 
shoes tomorrow, because you'll want some Marlene’s, 
and tomorrow is the last day for our introductory offer 
of buckles with every pair.” 


ROBINSON SHOE CO., Kansas City:—‘‘A Fairy- 
land of New Spring Shoes . . . and what thrilling styles 
—just everything—none too old, none too your .. . 
perfect for your moderns. Heels? You're telling us? 
We solved that problem long ago for smart young 
moderns and their smart mothers.” 


MARKS, Miami:—‘Wear this smart open toe sandal 
(red and white, white and white, blue and white), 
It’s the most comfortable sandal we’ve 

[TURN TO PAGE 65, PLEASE} 
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HE shoe industry will, in all probability, be 


one of the first industries to be asked to reduce - 


its working hours 10 per cent. The verdict may 
come in April. This means that the forty-hour schedule 
under today’s code will become a thirty-six hour work 
schedule under the new agreement. The subject is such 
an important one that it deserves emphasis and re- 
emphasis in preparation for the new price situation 
inevitably ahead. 

The alarm has been sounded that eight million men 
still remain to be reemployed and that some measure 
of spreading the work must introduced through the 
codes. The selective shortening of hours will hit some 
industries, while others will be permitted to operate 
without decrease of employment hours. There is no 
question but what the shoe industry is “on the spot” 
and is going to be asked to shorten the work-week. The 
feeling has been expressed that the “shoe industry can 
take it.” 

Industries which in the past were very much over- 
expanded are considered to be in such weakened con- 
dition that the added burden of costs would be destruc- 
tive—not so with shoes or leather, or for that matter, 
retailing in general. These industries are going to be 
asked to carry the load. 

Shorter hours without a rise in wage rates are not 
considered a recovery measure but a relief project in 
which the workmen share their jobs with others. This 
would be a severe blow to many of those who are just 
beginning to get ahead, after payment of old debts 
and obligations. 

But shorter hours with the same wage as on the 
forty hour basis, is to be the rule. Increased costs 
will, of necessity, develop and will require some price 
increases in the factory product. Unfortunately these 
price increases cannot be kept within the limits of ab- 
solute necessity. The shoe passes through numerous 
hands before reaching the consumer. Shorter hours and 
higher wages in the leather and service of supplies 
fields constitute a number of separate transactions on 
which new prices must be fixed. So you can see there 
is bound to be some pyramiding of costs. 

One manufacturer, when interviewed, said that his 


Shorter Hours—Higher Prices Inevitable 










shoes now retailing at $5.00 will, of necessity, rise to 
$5.50—even though the margin of 10 per cent reduction 
in hours couldn’t logically be computed to equal that 
rise. It is all the incidental rises all along the line 
that will come through a shorter work-week. His feel- 
ing was “that as a measure of recovery, the shorter 
work-week is not merely ineffective but actually de- 
structive. The worker who has a job is willing to work 
more hours to get more money because it is daily cost- 
ing him more to live. The ambitious and energetic are 
penalized by the plight of the multitude. Society will 
pay ‘through the nose’ for the reemployment of mil- 
lions now idle.” 

But this manufacturer is reconciled to the inevitable, 
hoping that the public will accept the consequences— 
higher prices. But higher prices have the effect of 
limiting production. Less, instead of more, pairs of 
shoes will be the result. So, in the final analysis, unless 
we get inflation, we will artificially create a diminish- 
ing rate of shoe production. 


OME industries are building up defenses in Wash- 
ington. In some cases they statistically point to the 
fact that there is a shortage of highly skilled help and 
that the shortening of hours must be based on the con- 
ditions of the skilled, rather than the unskilled, em- 
ployees. Other industries are brewing strikes, with or 
without the aid of labor, so that whatever happens they 
are immune to the call for shorter hours. 

There are many devices to defeat the mandate “spread 
the work through industry”; but reemployment must 
be done somehow and the next few months will tell 
the story whether private business can actually re- 


employ millions made unemployable by improvement 


cf machine practices—or whether we will have to accept 
as a new burden of civilization a class of people “un- 
touchable” by economic employment standards. 

So we can only hope that the general improvement 
will be sufficient to counteract the effects of these 
Springtime relief measures. Certainly the C. W. A. can- 
not long continue as a tax on government. The most 
welcome man in America would be he who would 

sd [TURN TO PAGE 46, PLEASE] 
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T’S amazing how Goodyear’s TWO 
big advertising campaigns on _ Soles.Today millions more people are 

Wingfoot Soles and Heels in The walking on Goodyear Wingfoot Heels 

Saturday Evening Post, Collier’s and _ than on any other kind! 

Liberty are clicking. 







Couldn’t you use some of this profit- 





Week after week this double-barreled able business Goodyear makes it so 
campaign keeps telling thirty million easy to get? Well then, be sure to 
feature shoes with Goodyear 
Wingfoot Soles—with Goodyear 
Wingfoot Heels—and with both. 






people how to reduce shoe bills 
— how to prevent foot ills. 






And today millions of people are 
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A Spring window display in which the display cards were unusually effective from the standpoint of selling a feature shoe. “You Can't 
Keep Your Feet in a Glass Case,” said the big card at the back. “Don’t be lured by loveliness alone,” warned the card at the right. “Re- 
member that the shoes you buy have to be worn!” The top panel of the big card was in red, with reverse lettering in gold. The solid 
panel at the bottom was in gold. The phantom foot at the lower right was in black and red. Red and gold were also used on the other cards. 


Play Up the Selling Points 


Functions of Display Cards and Price 
Tickets in Windows That Seil Shoes 


E are dealing today with a very critical public, 
\ a public that demands to be shown reasons 
why before it is willing to exchange money 
for merchandise. Customers, through force of circum- 
stances, are highly educated as to values and, through 
choice, they are keenly interested in styles. When you 
show them shoes, in advertisements, at the fitting stool 
or in the store window, it is most important to point 
out the selling points, the style, fitting or service fea- 
tures that will offer an attractive inducement to the 
consumer to buy your shoes at the prices you ask 
for them. 
Practically every shoe window now should be a sell- 
ing window, for we are in the midst of the Spring selling 


season, when people are in the mood to buy. They 
will buy where they can get most for their money. 
That doesn’t mean they will buy at the lowest prices; 
it means, rather, that people are clearly aware of what 
they want and why, likewise of how much they want 
to pay. They will prefer those stores where they know 
such goods are available. Obviously customers cannot 
know that you have what they want unless you show 
them, and the most convincing way is through the 
Windows. 

And that brings us to a problem that is confronting 
a lot of shoe stores now, the question of what to say 
in window displays about prices. Everyone knows that 
shoe prices, like the prices of most other kinds of mer- 
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NO FOOLING, THEY'RE COOLING 


AND a WON Yc 


WALK:-OVER KOOLIES 


@ Of all developments in recent years, ventilated 
shoes, pioneered by Walk-Over, are the greatest 
boon to retailers and consumers. And, in 1933, 
three times as many pairs of these Walk-Overs 
were sold as in 1932. For 1934 we are prepared 
with an even larger and more appealing line— in 
stock, ready for your repeat orders all through 


the season. 


GEO. E. KEITH COMPANY, CAMPELLO, BROCKTON, MASS. 


NATIONALLY ADVERTISED 


@ No. 4969 CASINO— White sport calf. Perforated through. No 
I N Cc O L L I E R F S box. Unlined. Flexo sole. No. 4968 brown. No. 4967 black. 









di Maj PO - est ich sei 


® No. 4924 DRURY—White sport calf. Perforated through. Cork @ No. 4983 RANCHO—White sport calf, black trim. Perforated 
box. Unlined. Flexo sole. No. 4923 brown. through. Unlined. No box. Cork counters. Flexo sole. No. 4986 
brown. No. 4985 two tones brown. 
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Another attractive Spring window, used by The Aug. W. Smith Co., Spartanburg, S. C. The display cards in this window were used to 
excellent advantage in telling the story of the leathers and colors featured in the display. 


chandise—foods and clothing and fuel and practically 
everything that enters into the cost of living—are dis- 
tinctly higher. So you don’t have to apologize about 
the prices you must ask for the shoes you have to sell. 
What you must do is show—and tell—the public why 
your shoes are worth the prices asked. 

In periods of rising prices, there is a feeling among 
many merchants that it is not advisable to show prices 
in windows. We disagree with that theory. Everybody 
knows the public today is very keenly interested in the 
prices of everything it buys. It is compelled to be 
interested, for prices are advancing more rapidly than 
most incomes. Moreover, the consumer is being edu- 
cated to a new price consciousness by much that it 
reads in newspapers of price trends, code activities 
and economic developments. So when you show a 
window filled with shoes and say nothing about prices, 
you are putting yourself in the position of declining 
to answer one of the vital questions that everybody 
wants to know about your shoes. 

All prices are relative, with reference to the quality 
of the merchandise or the value of the service rendered. 


If your shoes are fairly priced, on today’s market, it 
is the function of your windows to tell the story of 
why they are worth the prices you ask. Generally 
speaking, shoe windows that fail to disclose the prices 
of the merchandise tend to arouse a suspicion, often 
entirely unjustified, that the prices are beyond the level 
the customer would wish to pay. Of course there are 
exceptional instances, as, for example, high style win- 
dows, or windows whose primary purpose is to build 
prestige or emphasize quality. An occasional window 
of this character without prices, can be used by any 
store. And there are a few stores, catering to an ex- 
clusive clientele, that can afford to overlook the price 
factor as a matter of general policy. 

By and large, however, it is better to meet the price 
issue frankly, to sell your customers on the points of 
value that justify your prices and rely on the intelli- 
gence and fair-mindedness of the public to recognize 
the fact that, in a period when the price levels of all 
commodities are rising, shoes must necessarily follow 
the general trend. We believe that this policy tends 

[TURN TO PAGE 72, PLEASE] 
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ONCE MORE 
_. WHITE DOMINATES 


and in the White Calf field Hubschman’'s beautiful, lustrous-finished 
White is outstanding! A calfskin of perfect adaptability and incom- 











parable quality, Tandrite White has a purity of color, tightness of 
break and mellowness of texture that are unsurpassed. 


The woman who is keenly aware of both style and quality will be 
instantly attracted to the season’s unexcelled leader —Tandrite 


White Calfskin. 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 
TANNERS OF FINE CALF LEATHERS 


The “Gauntlet,” a glove-fitting pattern of 
the monk type by Gregory & Read Com- 
pany,lynn,Mass. Hubschman’s White Calf. 
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> NATIONAL SHOE 
NEWS BULLETIN 








Make Use of Headquarters 


The association’s headquarters in the Empire State 
Building, New York City, should be the clearing house 
and principal center of contact for every retailer of shoes. 
It makes no difference what the request, or what infor- 
mation, or advice, or assistance that may be wanted, 
N.S.R.A. invites—and welcomes—contact with its head- 
quarters by all shoe merchants. We promise to give 
the best and most prompt service possible. Headquarters 
has a fund of data on an infinite number of things. It 
is there for your use. It is available for the asking. 


N.S.R.A. Code Committee 


CHAIRMAN: A. H. Geuting, Philadelphia, Pa. 
ALTERNATE: Jesse Adler, New York City 
Sydney Stokes, Walk-Over Shoe Co., New Haven, 

Conn. 
F. E. Ballou, F. E. Ballou Co., Providence, R. I. 
George B. Hess, N. Hess’ Sons, Baltimore, Md. 
Herbert J. Rich, B. Rich Sons, Washington, D. C. 
Edwin W. Hahn, Wm. Hahn & Co., Washington, D. C. 
Thomas D. Belfield, Steigerwalt’s, 1528 Chestnut St., 
Philadelphia, Pa. 
A. N. Forster, 4237 Main St., Philadelphia, Pa. 
Harold Slater. 
David A. Hirschler, Hofheimer’s, Inc., Granby St., 


Norfolk, Va. 
J. Gordon McNeil, Thayer-McNeil Co., Boston, Mass. 


N.S.R.A. Protests Three Clauses 
in Codes 


During the Code Conferences, the N.S.R.A. filed ob- 
jections to the Manufacturers’ Code: 

Article VIII, Section 1-D—Pertaining to cooperative advertising. 

Article VIII, Section 3 (a)—Petaining to discount. 

Article VIII, Section 6—Pertaining to conventions. 

This gave A. H. Geuting opportunity to make a brief 
talk at three different times in Group Sections 2 and 3. 
He feels confident, due to these objections which reveal 
the opinion of the shoe retailers of the United States, 
that we will have a rehearing, because they do not alone 
affect the shoe retailers, but also retailing in other lines. 

He is also confident that when these three sections of 
the Manufacturers’ Code will have more mature con- 
sideration they will be ironed out to the satisfaction and 
more constructive development of our industry. 

Every good business man knows the NRA stands for 
the best good for the greatest number, and this can 
only be realized when an industry works in harmony, 
cooperatively, and is properly coordinated in its vari- 
ous functions to complete a transaction. 

In the shoe business we have the raw material man, 
the tanner, the manufacturer, and the distributor, each 
performing a function that brings the raw material down 


through its various processes to the consumer, and since 
every one of these functions is necessary, each must re- 
ceive its proper consideration. 

This thought was clearly brought out in these general 
meetings, for what good is production unless the article 
manufactured is consumed? It cannot be absorbed un- 
less the consumer has the wherewithal to purchase it. 
Therefore, the functions above mentioned must be har- 
monized if industry is to prosper. That is the great job 
of planned industrialism. 

This harmony can only be established when due con- 
sideration is given to every function. When this is not 
honestly practiced and monopolistic influences seek to 
control and upset this harmony, chaos and predatory 
price cutting, with all its devastating influences, is the 
result. 

The New Deal recognizes a social side to life, and 
puts humanity above profits, and even above economics, 
for, as labor very well expressed it one day, what good 
is a $0.50 shoe if you haven’t $0.50? On the contrary, 
: $10 shoe is of value when the consumer has $10 to pay 

or it. 

Doubt, of course, exists among them, because of the 
chiselling that has taken place since these codes were 
adopted, and the advantage that has been taken of them, 
and they wonder whether compliance to these codes can 
be secured. 

Criticism was not directed against the codes as much 
as against the non-enforcement of them. Chisellers have 
not been annihilated, and, until they are, which General 
Johnson promises to effect under the President’s orders, 
the experiment cannot be effective. 


What N.S.R.A. Can Do 


It is organized to assist merchants to a better under- 
standing of the technique of retailing shoes successfully. 

To keep retailers fully informed of the development of 
important trade affairs. 

To promote better relations between buyers and sellers 
and to eliminate, or control, unfair trade practices. 

To supply members, upon request and without charge, 
with information and advice on anything pertaining to 
shoe retailing, or the manufacture of shoes or leather. 

TO WATCH NATIONAL AND STATE LEGISLATION 
AND TO ACT PROMPTLY IN YOUR BEHALF. 

To act in adjusting or arbitrating disputes, misunder- 
standings or grievances arising between manufacturers, 
wholesalers or traveling salesmen. 

To supply members, twice a year, with booklets con- 
taining forecasts of seasonable styles, colors and materials. 

To assist merchants to know the facts about their busi- 
ness by supplying proper systems of accounting. 

To supply a free analysis of inventories, at any time, 
reviewing a dealer’s operations and making constructive 
suggestions for improvement of the business. 

To save shoe merchants 25 per cent in the cost of their 
fire insurance and guarantee safe coverage and prompt 
adjustments. 
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RETAILERS ASSOCIATION 


HEADQUARTERS :—3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 








Come To Style Trend and Color Conference 


In preface to the most important styles conference in the history of the trade, 
the styles committee of the National Shoe Retailers Association is preparing a pro- 
gram that will give to every merchant, everywhere, a preview of the trend in footwear 


to be sold next Fall and Winter. 


The styles committee will function under the leadership of acting chairman 
Carl Burgstahler of Chicago. As one indication of a trend, he makes this report: 

“The new tweed suits and coats now being sponsored by the ready-to-wear shops and 
departments, coupled with the definite influence from abroad where even in some cases 
all semblance of a heel is absent, will undoubtedly create a decided demand for lower 


heels. 


“It is the opinion of the Styles Committee that heels will drift lower generally— 
Heels from 10/8 to 14/8, with a decided broad base, on tailored types of oxfords and 


sandals. It will be well to be alert to this situation and provide for a constantly 


increasing demand for lower heels.” 


The styles conference is scheduled for April 16 and 17 at the Hotel Astor, New 
York City. The date has been set earlier than usual in view of the possibilities of 


CARL BURGSTAHLER 
Acting Chairman 
N.S.R.A. 


Styles Committee 


code changes, particularly shortage of hours in factory schedules. It will be necessary 


to anticipate orders a little further in advance because of this code requirement. 

The National Shoe Retailers Association and the Tanners Council of America 
Other associations cooperating: 
National Shoe Wholesalers Association, National Shoe Travelers Association and 
there is possibility of several sectional groups of shoe manufacturers affiliating in 


sponsor this style trend and color conference. 


this styles work. 


A New Code Blue Eagle 


NRA has approved and will soon authorize the dis- 
tribution of a new Code Blue Eagle to supplant the one 
now in use. This eagle will be the consumers’ assurance 
that the merchant who displays it is operating under the 
retail code. The new Code Blue Eagle, in addition to 
identifying the merchant as complying with the code, will 
also bear a registration number of the firm entitled to 
display it. The new eagle will soon be distributed by 
code authorities under regulations now being prepared 
by NRA. 

It is understood that the regulations will contain provi- 
sion that Code Eagles will be distributed only to those 
merchants where no question was raised at the time of 
issuance with regard to their observance of the code, and 
~ they have paid their assessment in support of the 
code, 


It must be understood that the Code Blue Eagle is the 
property of the United States government and can be 
withdrawn for violations of the code. 


1935 Convention Dates 


The twenty-fourth annual convention of the association 
will be held Jan. 6, 7, 8, 9, 1935. These dates corre- 
spond with the usual time in January when the annual 
conventions are held. They are dates which experience 
has proven best for the largest number of retailers, and 
for manufacturers who display their sample lines. No 


Fall and Winter Color 
Trend to be Deter- 
mined in Joint Style 
Conference Jan. 16- 

N.Y. 


decision has yet been made of the city for the next con- 
vention. A number of cities have extended invitations. 
A decision will be made in the near future. 


Complaints for Violation of Codes 


Complaints of violation of the Retail Code, in any 
community, should be made to the Local Retail Trade 
Code Board. If a community is without a local board, 
then complaints should be made to the State Director of 
the National Emergency Council. 


Local Code Boards Should 
Be Incorporated: 


NRA approves of the plan that every Local Retail 
Trade Code Authority should be incorporated to avoid 
the possibility of any individual member, or group, be- 
ing held liable in a suit for damages arising from action 
taken by the board. Unincorporated boards, consisting 
of voluntary association of a group of individuals, do 
not have the legal protection that can protect them if 
the board is incorporated. In that event, if suit is 
brought for damages claimed by anyone to have suffered 
from action taken by a board, the judgment, if any, 
would be against the incorporated body and not in- 
dividual members of it. So, incorporate your local 
board. The National Retail Code Authority has voted 
to incorporate for the reasons given above. 

[TURN TO PAGE 46, PLEASE] 
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|BROWNia 
{BLUE __ity 
JBLACK 4 


Our advanced tanning process 
gives permanence of color . . . and assurance of 
absolute uniformity season after season. 


tuntle seles cuflucnce 
LVANS & CO. 
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No Need for Policeman 
To Stop Unfair 
Trade Practices 


Slater Says Code Violators 

Reply to Complaints: “I Did 

Not Know That’—And Will- 
ingly Correct Their Ways 


S far as possible, codes are set up 
nN to be self-correcting. A merchant 
who makes an advertising claim 
is subject to direct challenge by his com- 
petitor or through written complaint sent 
to the local code authority. The offending 
merchant is told that “Article IX, Section 
1A” reads: “No retailer shall use adver- 
tising, whether printed, radio or display 
of any other nature which is inaccurate 
in any material particular or misrepre- 
sents merchandise, etc.” 

In the spirit of good sportsmanship 
the merchant usually acknowledges his 
error and states that he will be more 
careful in using such terms and copy in 
the future. In some cases, publication 
of correction is the proper thing to do. 
For that reason, a system of correction 
went into effect March 15th, with the 
Chicago Better Business Bureau serving 
as local retail Code Authority. 

Where copy appearing in any Chicago 
advertising medium, upon investigation is 
found by the Better Business Bureau to 
be “untrue, deceptive, or misleading and 
in violation of existing laws, but par- 
ticularly in violation of the Retail Code,” 
advertisers will be asked to print a “cor- 
rection” in accordance with the rules: 


“(a) The correction will occupy three in- 
ches of display space and be surrounded by 
a black border. 

“(b) This box shall be headed ‘A Cor- 
rection’ in no less than 20-point type, and 
the body of the ‘Correction’ shall be not less 
than 8-point type. 

“(c) The correction shall include the fol- 
lowing three elements and no more, and 
shall embody no excuses, extenuating cir- 
cumstances, or other extraneous matter, as 
the reason for the advertising discrepancy: 

“(1) A statement naming the article ad- 
vertised, and the adte on which the adver- 
tisement appeared. 


“(2) The true facts concerning or the ac- 
curate description of the article or articles 
advertised. 

“(3) An unconditional offer to refund the 
purchase price on return of the merchandise 
so advertised in good order. 

“(d) One or more items on which cor- 
rections should be published, under these 
rules, may be included in the same correc- 
tion. 

“(e) These corrections shall appear only 
in the medium, or media, in which the 
original advertised misstatement appeared. 

“(f£) These corrections should be embodied 
in the regular copy of the advertiser and not 
set apart for publication separately. 

“(g) No mention shall be made in any 
correction of the Better Business Bureau or 
of any punitive law or code regulating ad- 
vertising. The purpose of these corrections 
is to create voluntary conviction in the 
minds of the public, that Chicago advertising 
is accurate and that, even where mistakes 
occur, voluntary, confidence-building correc- 
tions will appear. 

“(h) It is expressly understood that the 
publication of corrections shall be called for 
and published in appropriate cases, and sub- 
ject to limitations previously outlined. 





A CORRECTION 


On March 15th, we advertised 
men’s riding boots, formerly 
$12.50 now $5.75. 

These should have been 
priced at $5.75 without compari- 
son for they are regular stock. 

We invite any dissatisfied cus- 
tomer to return the merchandise 


and receive a refund. 
A. B. C. Co., Inc. 











Corrections should be set in box and should be 
set with head type not less than 20 point, text 
not less than 8 point. 


J. HAROLD SLATER 


Vice-Chairman New York City Retail 
Code Authority 


TYPICAL CODE CASES 


Some of the cases which have come be- 
fore the New York City Retail Code 
Authority: 

1. The first case we will consider as a 
general example is that of stores display- 
ing signs and shoes having the names of 
famous makers or retailers priced at very 
low figures. These stores have been visited 
and have either closed their doors or dis- 
continued the practice. 

2. The so-called ‘‘cancellation stores” 
claiming to have merchandise from leading 
manufacturers, or made up for stores with 
either prominent names or prominent loca- 
tions. After investigation the majority of 
these have usually gone out of business. 

3. In the case of stores presenting mer- 
chandise with, we’ll say a price Mark of 
$7.50 or $6.50 stamped on the sole and 
offered to the customer for a price of about 
$3.50 as a spendid value, it has been found 
upon investigation that the owners did not 
care to substantiate their claim and there- 
upon discontinued the practice. 

4. Following the investigations as out- 
lined above we now find that shoes frauau- 
lently marked have been excluded from the 
New York Market and no longer do you 
find fictitious lining marks or stamps on 
“bootleg products.” 

5. Another unfair trade complaint which 
is quite prevalent is that of the written 
advertisement, and steady progress is be- 
ing made so that descriptive matter will 
not convey or state more than it should. 

6. Labor complaints. We have had many 
complaints alleging excessive hours for 
both salesman and other workers in stores. 
In every instance upon substantiation of 
the facts the owner has been obliged to re- 
imburse the workman or the worker for the 
overtime that he has worked since the sign- 
ing of the code. 

7. A large number of complaints have 
come in claiming that employees were 
underpaid. We discovered that the major- 
ity of these applied to office workers, errand 
boys and porters and as in the other case 
each owner has been compelled to reim- 
burse employees, based on the minimum 
wage. It may interest you to know that 
about three-quarters of all of the labor 
complaints involved maximum hours of 
work. [TURN TO PAGE 66, PLEASE} 
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Identify Yourself with 


QUALITY 


HANAN & SON, Inc. 


Front, Bridge and Water Streets 
BROOKLYN e NEW YORK 


Hanan Shoes immediately estab- 

lish you, in the trade and before 

the consumer, as a dealer to 
whom quality is the prime considera- 
tion. 


Hanan Shoes offer a greater oppor- 
tunity now than ever before. The 
new price range... $10.50 and 
$12.50... represents the old Hanan 
Quality in a complete selection of 
distinctive new styles in men’s foot- 
wear, the product of expert crafts- 
manship and authentic design. 


Our new catalog awaits your request 
for it, or our salesman will be glad 
to call and show you the impressive 
Hanan Line for Spring. 


TO RETAIL AT 


$1050 to $4250 
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FOOT HEALTH PROCLAMATION 
To the Shoe Trade of the United States 


M. A. MITTELMAN 


HE shoe business, seriously undertaken and conscientiously pursued, 
cannot be anything but a professional business. 


Every shoe merchant in the United States has a responsibility to see 
that children grow up with sound, healthy, virile feet. Every shoe in the 
United States should be manufactured and sold in line with orthopaedic 
principles. 


A perfect shoe alone means nothing if not accurately and comfortably 
fitted to the foot which is to wear it. A perfect shoe is an orthopaedic shoe, 
and an orthopaedic shoe can’t be more than a perfect shoe. 


Even style shoes can be considered from this point of view. There is no 
objection to poetic shoes for evening or afternoon dress wear, but the prin- 
ciples here set forth apply to the shoe in which the world’s work is done. 


I therefore urge all the shoe merchants in the United States, particularly 
the master shoe stores, to promote Foot Health Week, making displays and 
directing their publicity towards this end. 


This will have the effect of dignifying our business, and acknowledging 
our responsibility, and will do much to offset the mere selling of shoes as 
handkerchiefs and potatoes are sold, on a price basis. 


M. A. MITTELMAN, 
President, National Shoe Retailers Association. 
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THE NEWEST THING IN PUMPS 


BRAND new merchaniis- 

ing feature for your store 

—a Flexible Instep pump that 

eliminates cutting and binding. 

Already America’s leading shoe 

stores have bought it. Thou- 

sands of women are delighted to 

find such a shoe and enthusias- 

tically proclaim it the most com- 

fortable and beautiful pump in 

America. “Flexible Instep” is 

available only in Tango Pumps. 

Other exclusive features are the 

patented Pointex Heel, the patented Non-Slip and many advanced methods of construction. No 
wonder we have enjoyed such an avalanche of orders. 


In Stock for immediate shipment in widths AAAA—5\4 to 9, AAA—5 to 9, AA—4 to 9, A—4 to 9, 
B—2 to 9. Available in white, black, brown and blue kid, also patent leather. Price $3.25 per pair; 
15 cents per pair extra in less than four pair lots. Terms 5%—30 days. 


The “Tango Pump” is covered by U. S. letters patent. 


BRAUER BROS. SHOE &, stiouis, mo. 
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Extraordinary interest in shoe fashions for the coming season was shown by the throngs of people who turned out to see the parade of living 
models at the International Shoe Company's style show in St. Louis. 


Thousands See Shoe Show 


Exhibition Staged by International Shoe Co. in 
St. Louis Arouses Remarkable Public Interest 


St. Louts—One of the most compre- 
hensive style shows and shoe and leather 
expositions ever attempted by a single 
organization was presented by the In- 
ternational Shoe Co. here during the 
week of March 13 to 17. 

The purpose of the exposition and 
style show as to register a definite sales 
consciousness for International Shoes 
in St. Louis and surrounding terri- 
tories. Tickets were distributed through 
the 300 dealers of the company and the 
public and parochial schools. An essay 
contest was arranged for the school 
children with the prize awards being 
donated to charities seleeted by the 
winners, 

Occupying over 40,000 sq. ft. of space 
in the Mart Building, providing for a 
capacity audience of 10,000 people, the 
several performances of the style show 
given each day were attended by ca- 
pacity audiences. Fred G. Seymour, of 
the Peters Shoe Co., under whose man- 
agement the show was organized, esti- 
mated that a conservative guess for at- 
tendance would be not less than 150,000. 


Models Show Spring Styles 


The style show, beautifully staged on 
a runway some 150 feet in length, pre- 
sented the models arrayed in Spring 
fashion ensembles, with particular em- 
phasis placed upon the correct footwear 
to be worn in the fashionable Easter 
parade. 

All branches of the International 
Shoe Co. were represented in the prome- 
nade of fashion, interpreting shoes ap- 
propriate for sport, street, afternoon 
and semi-formal wear. In the style 
promenade blue as a color was especial- 
ly noteworthy, in fact so pronounced 
that it overwhelmed other hues touted 
as acceptable in the Spring style pic- 
ture. Tie oxford and pump effects in 
patterns shared the prestige for indi- 
vidual honors. 

To attempt to describe the many edu- 
cational features housed in the Mart 


Building would require many pages of 
description, but those that. were out- 
standing in attention value halted traffic 
and held the visitors’ interest in an 
unusual manner. 

Every type of shoe construction used 
by the International Shoe Co. was dis- 
played, with a visual demonstration 
that carried each operation of construc- 
tion through to the completed shoe. 

Attracting the greatest interest was 
the collection of antique footwear from 
all parts of the world generously loaned 
by the United Shoe Machinery Corpo- 
ration. This display was the magnet 
of the mobs who thronged the aisles 
where this feature was located. 

A complete leather exhibit illustrat- 
ing the various forms of operation from 
the raw hide to the finished product 
was arranged. In attendance were rep- 
resentatives of the tanneries to explain 
the hidden processes of leather tanning. 
Surprising was the public interest 
manifested in the technical problems 
of the industry. 

Another of the attractive exhibits 
was the disposition of the hair removed 
from the hide and the uses to which 
it is put in manufacturing various 
products. 

The making of rubber heels and soles 
was illuminating, with every operation 
described and a good part of the actual 
operation shown, with heels and soles 
displayed in the molds and the opera- 
tions that follow until they are ready 
to be attached to the shoes. 

A huge display of chemicals used in 
the manufacturing of shoes, with vari- 
ous dyes and other substances essential 
in shoemaking, was exhibited where 
everyone could investigate, study and 
absorb. 

From Arkansas, where the Interna- 
tional Shoe Co. operates its own textile 
mill, was brought a loom which manu- 
factures cloth linings. A shoe-lace ma- 
chine, with its hundreds of spindles 
darting and bobbing on the revolving 


wheel, was a center piece of attraction 
and gave a thrill to the thousands of on 
lookers. 


Foot Health Exhibit 


The foot health division of the com- 
pany, where an opportunity was af- 
forded to view your feet through an 
X-ray machine, required traffic officers 
to regulate the crowds. 

The footwear display was elaborately 
represented for the greater part by the 
three general line houses of the com- 
pany, Roberts, Johnson and Rand Shoe 
Co., Peters Shoe Co., and Friedman- 
Shelby Shoe Co., who, with their trade- 
mark brands, provided entertainment 
features in each of their individual dis- 
plays. A majority of the fun-making 
features were aimed at the children 
and built around shoes for youngsters. 
The specialty lines were represented by 
Queen Quality Shoe Co., Vitality Shoe 
Co. and Pennant Shoe Co. 

The opening of the exposition and 
style show was a preview event with 
all executives of the company and hun- 
dreds of other specially invited guests 
present. Frank C. Rand, chairman of 
the board of the company, in a brief 
address, explained the purpose of the 
show. 

Entertainment features and the style 
show were under the direction of Major 
Levy, veteran in the production of style 
revues. The master of ceremonies was 
Jay J. Scott, manager of the merchants 
service department of the company. 

The executive committee responsible 
for the entire affair was selected from 
the various branches of the firm and 
were as follows: 

Fred G. Seymour, chairman; M. H. 
Gable, secretary; members, T. F. 
Byrnes, E. J. Campbell, H. Crull, A. C. 
Drochelman, J. Lee Johnson, E. Just, 
T. F. Norton, C. E. Osterkamp, H. 
Reinhardt, W. N. Sitton. Everywhere 
prominently displayed was the emblem 


of the 75 Plus Club. 





“WIC; LAST NO.8 


Style Vic, Last No. 8, Made of Ohio’s Jack Jetta—Price $3.15 


@ Jack Jetta is a fine grain calf with a tight break used by leading 
facturers to insure that their shoes bearing their brand or trade 
name shall have quality’and style appearance. For ona Quality Base 
only are good names and brands kept sound! 
@ The adaptability and the full cutting area of Jack Jetta meet the 
requirements of the medium aud fine grades of men’s footwear. Ask 
your facturer for it in shoes on which you depend for satisfied 
eustomers and repeat sales. 
@ Its fine finish and deep lustre black enhance the eye-appeal, and 
its quality stands up under the wear-test of long serviee. Its mellow 
texture insures comfort for even tender feet. Swatches on request. 


THE OHIO LEATHER CO. Y 


A R D_~ O 
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From verdant South America where 
the climatic conditions the year 
round are ideal for the raising of 
well-nourished animals, come kid- 
skins which are traditionally meaty 
and mellow natured. From such 
incomparable skins, KING KID, the 
acknowledged leader, is produced. 


" Phyllis,”’ one-eyelet tie by The 
Julian & Kokenge Co., Columbus, 
Okio. Amer’s Black Glazed King 
Kid. 16/8 kid covered heel. Trim 
— bands of gray and gun gray 
pearl lustre kid. Combination 
narrow heel, Foot Saver last. 


Black Glazed KING KID 1s Supreme 


in the Glazed Kid Field/ 


Chrome tanned as it is, by a process developed by many years’ expe- 
rience, Black Glazed King Kid is the kid leather for practically all 
purposes. Its black is a truly vibrant black . . . its texture is soft and 
well nurtured... its finish is lustrous. ~ Black Glazed King Kid, 
undoubtedly the premier kidskin, is shape-holding, is most com- 
fortable, wears exceedingly well and is offered in the complete 
price range... all factors in making it a decided favorite among the 
leathers available for women’s shoes and in bringing repeat business. 


BLACK SATIN... increasingly popular because of a vibrant beauty, 
subdued lustre and finger-caressing texture. 


MATURED GOATSKIN... having a natural grain that assures the 


best possible combination of style, comfort and durability—for men’s shoes. 
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Profits for 


BecauseYthey Lead a 


[UAL |_IFE 


Doine the work usually done by 
two stocks of men’s shoes is the 
job regularly performed by this one 
line of Brownbilt Tread — 
Shoes. 

Young men with no desire or 
need for corrective features prefer 
these Brownbilt shoes because their 
style and quality are outstanding. 
The health features are unobtrusive 
and in no way affect the good looks 
of the shoes. Style-conscious cus- 
tomers never suspect these Brownbilt 
shoes of having anything but the 
style and quality they can see. 


Yet from the very same stock you 
can sell another class of men cus- 


Drowrs Sraoe Gowsgesna, 
MANUFACTURERS - - in. see. 


tomers —those interested primarily 
in foot comfort. To sell these, the 
Tread Straight features offer con- 
vincingsales ammunition—especially 
where the features are explained 
while the shoe is on the foot—while 
the customer FEELS its extraordi- 
nary comfort. 


Ask the Brown Shoe Company 
salesman to spread the line. Study 
it from the standpoint of your own 
business— will it do a Dual job for 
you—thus speeding up turnover and 
increasing profits? The line is carried 
in stock in wide range of styles, 
widths and sizes, and comes within 
the popular price range. 
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an 
coal! 


BEAUTY plus PERFORMANCE [iakaaiac TIT iat feat 


Celastic builds the style and beau- 
ty of the designer’s creation into 
the toe of the finished shoe. Perfect 
reproduction, however, means but 
little if the style lines cannot be 
preserved. Through its unique fus- 
ing qualities, Celastic moulds the 
lining and doubler into one unit, 
fully protecting the original style 
lines and giving the toe a durability 
that allows it to serve throughout 
the life of the shoe. 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 


THE QUALITY BOX TOE 
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TUXEDO is packed in a modern con- 
tainer, complete with applicator and polish 
cloth. It is made in two liquids— White 
Cleaner and Liquid Fabric Cleaner—and 
three creams—Black, Tan and Neutral. 
Fine for all shoes. 








wes ne oan / 


4 a“ <i 


Outstanding quality brings 
TUXEDO to the forefront 
of all white shoe cleaners! 


AVE YOU tried TUXEDO yet? 

If you haven’t, let ussend you 

a sample size bottle right now! See 

for yourself why this new, de luxe 

white cleaner stands out above the 
field! 


Tuxedo removes spots—it doesn’t just 
cover them up! Grass stains—dirt— 
even most oil stains quickly disappear 
when Tuxedo is applied to the shoe. 


Tuxedo is easier to use than most 
cleaners. Because it dries so quickly, 
it can even be applied while the shoe 
is being worn! That’s a convenience 
everyone appreciates. 


Tuxedo is good for all leathers—es- 
pecially for kid. And when properly 
applied, it will not rub off. That’s a 
claim made for many white cleaners. 
It’s true of Tuxedo—try it and see! 


Shoe manufacturers say that 1934 will 
see more white shoes sold than ever 
before—and already shoe sales are 
showing bigger volume in whites. Be 
sure to get your share of the increased 
white cleaner profits which this will 
bring. Right now is the time to get 


in your order for Tuxedo—the new 
leader among whites! Priced to retail 
at 25 cents, Tuxedo allows a generous 
margin of profit for dealers. See your 
jobber—or get in touch with 2 IN 1- 


Shinola-Bixby Corporation, 88 Lex- 


BEAUTY TREATMENT FOR SHOES ington Avenue, New York City. 
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THIS MAN IS HARD-BOILED 


ABOUT 


e * LEATHER 


(Bill Smith, reporter, 


jotted this down as an experience in the cutting room of the 
* Company.) 


“Sure mister, vat I know about leather she is plenty for you 
to say someting about on your scribbling, already. I haf cut 
leather in big und little pieces for der shoes to make out of 
already for ever since I vas come to dis country, now eighteen 
years. Und I am telling you I am... how you say?... like 
an egg mit der too much boiling ven it comes to leather, for 
vat I can only cut out of it I can only cut out of it, not vot der 
easy-vord salesmen tell der boss. Sure! It is only so, eh? 

“So I tell you, I take my patterns und der boss she say to 
me, ‘Erich for today on der shipment here vot I have der must 
so much be done, und der skins seem to me very good by vunce.’ 
So I look der boss in der eye and I say to it, ‘By vunce I 
get der patterns on der skins, I told you how much dey cut out 
of, and not before. Und den ven I finish der skins mit, maybe 
der boss he vas right on der amount und maybe she vasn't. 

“So I can told you a very fonny ting about skins. 

I place my patterns on top by dem, und I lay dem 
here und I move dem dere until by yet I tink I 
haf der most cutting out from der skin. Und 


*A large manufacturer of men’s and women’s 
footwear. 


SURPASS LEATHER CO. 


} 


y 


Sa / P 
¢ 
© a 


— 2 


« 


sometimes I used to find 

mit a shipment zat der 

boss he vas pretty nearly 

exact mit his guess of vat 

I cut, und den mit some oder shipments he vas way off und | 
vasn’t able to cut nearly by haf vat she tell me. Und den I find 
dat der shipments vat I cut his guess exactly by were from 
der Surpass Company alvays, until I say to der boss vun day 
‘By yet ven you gif me der Surpass Kid vy is it I cut vot you 
told me, und, ven you gif me der oder kid I aint?’ 

“Und for ever since I haf only been gifen der Surpass Kid 
to cut! Eesn’t dat fonny! Und I like dis kid, because it ees 
so easy to make der cutting und to lay der patterns out nicely 

by, und eet ees so smooz und soft und so pretty mit 
der glaze. For me, I am... how you say? ... ah, 
dat iss it! ... I am so ‘hardboiled’ about leather. 
I like eet not for vat der salesman tells der boss— 
but for vat eet iss und vat it vil do—und you bet 
by your underneath dollar dat J am dee vun to 
find zat out, efery time.” 
Tanners of Black and Colored Glazed 
Kid for outside stock and linings . . 
of Ribbed Calluna Kid and Crushed 
Calluna Kid . . . of genuine Black 
Glazed Kangaroo. Executive Offices, 
9th and Westmoreland Sts., Philadel- 
phia. Branches, New York, London 


(England), Boston, Milwaukee, Cin- 
cinnati, St. Louis. 
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There is a Star Brand Shoe 
for every purpose 


In the Star Brand line there are more than a thousand 
different styles—a shoe for every purpose at a con- 
venient price for everyone. 


The line includes a broad selection of in-stock styles 
in ladies’ novelties and arch-types to retail profitably 
at from $3 to $7.50. 


Complete lines of men’s dress shoes in each of the 
popular price ranges up to and including $7... all 
carried in stock. ~ 


The Poll Parrot line, the nation’s most popular and com- 
plete high grade juvenile line of Goodyear Welts, Hand 
Turns, McKays, and Stitchdowns. 


Work and service-type shoes and boots for men and 
boys. Everything that is required by the largest 
operator. 


Hundreds of our customers, among which are our 
very largest, are buying from this one great line 
all the shoes they buy ... and, with but comparatively 
few exceptions, they are getting along nicely. 





“Star Brand Shoes are better” 





ROBERTS -JOHNSONS RAND 


Branch of international Shoe Co. 


Str. Lous, Mo. 
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BOOT AND 


EXTRA 
SELLING POINTS 


more valuable 
than ever: :: 
and 


PANCO STA-TITE 


HAS THEM 


THESE EXCEPTIONAL HEELS improve the appearance of any shoe. 


INVISIBLE NAILING permits an attractive design which eliminates 
dirt-tracking nail holes. 


NO WASHERS USED in their exclusive construction. Instead, nail 
heads are set in an anchorage at the very base of the heel. 


GREATER WEARING THICKNESS is thus provided—and a snug- 
fitting heel that stays tight under all conditions. 


A QUALITY HEEL THROUGHOUT—priced no higher than ordinary, 
good quality heels. 


* 
PANTHER-PANCO CO., Inc., CHELSEA, MASS. 


PANCO 


STA-TITE 


CACHES 
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Stock Control by the “Visible 
Index” 
[CONTINUED FROM PAGE 19] 


records the stock number and size 
on a plain sheet of paper which js 
ruled so each price line goes in a 
separate column. (See Sheet B.) 
Returns are recorded here also. We 
use letters on the stock number to 
designate price lines, L being $10.50 
up, K, $8.85, ete. 

The following day this Daily Sales 
Sheet goes to the bookkeeper, who 
checks off the day’s sales against each 
individual stock number on the “Ledger 
Sheets.” (See Sheet C.) We do not 
keep a separate page for each stock 
number. Instead, each of these Ledger 
Sheets represents a price line and car. 
ries a dozen or more stock numbers that 
come under that price line. New Ledger 
Sheets are made every three months, 

Every two weeks the information on 
these Ledger Sheets is totalled, still by 
price lines, on the Recap Sheet, which 
shows (1) sales for two weeks and (2) 
sales for the season, divided further 
into (1) materials and (2) patterns, 
(See Sheet D.) These pair figures are 
written in pencil so they can be changed 
every two weeks. 

Of course we make each price line 
stand on its own feet. In our buying 
we pay little attention to the total 
stock, for if each price line is perform- 
ing satisfactorily, the total will take 
care of itself. In all our figures we 
divide the year into four seasons, which 
begin with February, May, August and 
November. 

Keeping all this information right 
up to date for men’s, women’s and 
children’s shoes takes about one-half 
of one girl’s time, so she is available 
for selling the rest of the time. 

We do not keep a running record of 
sizes sold on each line. It is too much 
work, too inaccurate and of too little 
use. However, at the end of each sea- 
son we make a composite schedule of 
sizes sold on each price line (from the 
Daily Sales Sheets). To these we add 
the sizes missed as shown by the Want 
Slips. Thus we arrive at a fair guide 
for size buying on advance orders. 

But, as I said before, I really value 
our sample rack, with its ever-chang- 
ing “Visible Index,” more than any 
other part of the system. 

So we have nothing new. Size sched- 
ules are old stuff, pair records are kept 
by all better stores, and sample racks 
are no new idea. 

But—if I must tack a moral on the 
end of this sermon—we found that 
knowing about all those things didn’t 
help us in the least. It was only when 
we got down and actually put those 
known ideas into daily operation that 
we began to get stock control in reality 
as well as in name. 
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PRESENTING 
™« — TANGO PUMP 
wnror LEVOR'S WHITEST WHITE 


Washable Kid . . . Not Affected by Climatic Conditions 


TANGO PUMPS ARE 
FLEXIBLE AT THE INSTEP 


BEAUTY 


THE TANGO 


AND 
PUMP IS 
COVERED WITH 


COMFORT ( 
& LETTERS PATENT 





STOPS KILLING 


IN ST 
OCK ~ PRICE $3.25 


AAAA to B y 
7s a Tang | 
; Nhe an AEERATE 
WRITE—WIRE ( SHIPMENT 
or PHONE (Pump 
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N. S. R.A. News Bulletin 


[CONTINUED FROM PAGE 29] 


NEW 


De Luxe, Sports, ‘“Nu-Matics”’ 
Men and Women 


Boy! Oh, Boy! It is a great sign that they are talking 
profit instead of loss. 
* * 

Many manufacturers are getting wary of the retailer 
who is a “price-seller.” “Sell shoes, not price,” is slowly 
but surely becoming a slogan. 

* * * 


Signs of customer rebellion against cheap, shoddy 


merchandise is becoming more apparent every day. Be- 
RIGHT AND LEFT . . . . 
parreens To assure | | fore this coming season is over what looked like sure 


EXTRA FINE QUALITY 3 SNUG-FIT AT ANKLE “ 99 ; 
PIG LEATHER INSOLE fire “sale shoes” may prove to be undesirable at any 
price. 


* * * 


for 




















SPECIAL CONSTRUCTED 
GENUINE PIG LEATHER 


CELASTK TOE BOX 
FOUND ONLY 
COUNTER 


A large chain store operator, selling women’s shoes 
exclusively, said the other day: “Every man in our 
organization is of the opinion that we made a mistake in 
comene srwio establishing our selling price for the Spring season at 

nected $3.95 instead of $5.00 and there is a question in the 
minds of many if it would not have been wiser to have 
bought a better product and sold it at $6.00. 

“Gentlemen, I am convinced the time is not far off 
when instead of customers asking ‘how cheap’ will not 





























NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


100% NAIL-LESS HEEL 
SEAT, NO NAILS TO 
PUNCTURE FOOT 


OMe 

RUBBER THAT ia prety td 

ASSURES COMPLETE CONSTANT FREE AIR 
VENTILATION CIRCULATION 



































Send for Catalog 
of NEW 1934 STYLES 


There's a profitable place in every 
high grade shoe store for Rohn “Nu- 
Matic’ Shoes, embodying the soft, 
velvety "cushioned" inner sole which 
brings such matchless, soothing comfort 
to tired aching feet. Famously known as 
"America's Finest Comfort Shoes," the 
NEW 1934 Rohn "Nu-Matics” for men 
and women embrace new SPORTS- 
STYLES, new DE LUXE Styles as well as 
a complete range of the regular styles 
that are proving such PROFITABLE 
REPEAT SALES for hundreds of dealers. 
Our new 1934 Catalog tells the amazing 
story behind Rohn "Nu-Matics" .. . 
send for your FREE COPY now. 


ROHN SHOE MFG. CO. 


512 West Florida St. Milwaukee, Wis. 


Koby 
Un Matic 


, CUSHIONED SHOES 





be heard and ‘have you something better’ will be gener- 
ally asked for the country over.” 
* * * 

Mr. Retailer, don’t be too sure that the shoes you own 
“cheap” are low-priced. You may yet find out they are 
“cheap” and undesirable. 

*% * * 

Many novices, and not a few old-timers, have just 
discovered that a shoe stock that only turns on an aver- 
age of about 21% times has got to carry more mark up 
than a ready-to-wear or a millinery stock that turns 
from eight to thirty times. 

* * * 

Let’s stop using other kinds of merchandise as our 
yardstick, or guide, and let us not use manufacturer’s 
cost alone, but cost merchandise delivered to the cus- 
tomer, as the line of demarcation between profit and loss. 

* * * 

Sales taxes in many states must be added to the cost 
of doing business as it is not going to be added to the 
customer’s check. This is another reason why higher 


mark-ups are necessary. 
* * * 


Shorter Hours—Higher Prices 
Inevitable 


[CONTINUED FROM PAGE 22] 


present a plan that would give. assurance that no indus- 
trial worker in this country—in good times or bad- 
shall go without useful work at such wages as shall. 
on the one hand insure him and his dependents food. 
clothing and shelter; and on the other hand, give him 
the incentive for ambitious effort. 

The shoe industry is slow to increase its prices al 
retail but if the inevitable is ahead, it is well to know 
when and how much to add to the price; and particu- 
larly if the consumer will accept the new prices without 
the threat of a buyers’ strike. 
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White Crushed KI 
nite © 








harmooz 


Waite Giazep Kip— important for day- 
time shoes in tailored or sandal models. And 
White Glazed Kid trimmed with gold kid or 


pastel Amalco is the latest fashion for eve- 





ning wear with summer evening frocks. 


White Crushed Kid for sports wear and the 
casual morning outfit. 

White Charmooz as sturdy as Buck and as 
soft as Doeskin to add versatility to your 


collection of white footwear. 


The superior tannage of Amalgamated White 
Glazed Kid (the original F. B. & C. white 
glazed kid) assures the same skill in the 
production of White Crushed Kid and 
White Charmooz. 





Amalgamated 


white 


Amalgamated Leather Co's Inc. 


WILMINGTON - DELAWARE 
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THE LASTS 


must be 


CORRECT 


Shoes that fit well must be made over 


lasts correctly designed and precisely made. 


Lasts, with the wood in the right place, 
form the essential background for every type 


of properly fitted and comfortable shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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i 


“Integrity that knows no compromise with quality, 
and courage that cannot be turned from principles of 


sound business, ultimately find their reward.” 


1 














ILLER DEALERS ARE BEING REPAID 


FOR THEIR LOYALTY TO QUALITY 


Gone now are the dark, lean years when retailers permitted them- 
selves to be stampeded—when they cast to the winds their quality 
business and a prestige it had taken them years to build—when 
they tried futilely to hold volume on the toboggan of lower and 
lower priced merchandise. 


But through it all there was one group of shoe merchants who 
"stuck to their lasts"—who steadfastly held that there is no com- 
promise with quality, and fine merchandise would find its market in 
the face of economic attrition. Those are the retailers who held 
fast to the |. Miller franchise in their cities. 


Today those |. Miller dealers are being fully repaid for their in- 
tegrity, faith and courage. Many of them are beating "1929 

[MTER figures" this Spring. And |. Miller's production schedule these 
past months is heavier than it has been at any time in the history 
of the company. 


I. MILLER © 


"WHOLESALE SALES DIVISION - LONG ISLAND CITY, N. Y. 
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NUD-EAL 
SANDALS 


IN-STOCK 
SIZES 3 TO 8 
| 15 5% 10 DAYS 





BUN IN 


AIR LOTS 
B. WAREHOUSE, 
NEW YORK 


aa4a4 7 4 
mmmm © 


WH 
wh 
WH 
WH 


BLUE 

TE AND Un 

TE AND BROWN 

J. WEISS SHOE CO., INC. 
137 DUANE ST. 
NEW YORK CITY 


PREWELT oe 


Sizes 3-6 


WwHi 
wHl 
WHi 
WwHi 








143 Patent Leather 


Sizes 6-8—$1.00 49 Wie Ein 


145 Patent Leather 
146 White Elk 
147 Jersey Elk 


OXFORDS AND HIGH SHOES SAME PRICE 


The Most Complete In-Stock Line of Juvenile Shoes in New York 


143 DUANE STREET 


MORRIS SHOE CO., INC. new york city 





THERE IS A TURN TO QUALITY \GOODYEAR 
“SADDLESTRAP” 


@ @ LIGHT ELK COMB’N 


We @ @ DARK TAN CALF 

















' AN IDEAL SHOE 
\ FOR SPORTS WEAR 
‘ Cc WIDE 
3Yo-8 
LEATHER SOLE 








“THE FRIENDLY HOUSE” 


we SHOE Co. INC, 148, DUANE _ ST. 


“COOLTANA” 


PERFORATED OXFORD 


DOMINATES THE SPRING AND 
SUMMER MODE. 


WHITE 
GREEN 


ee VHB WBVW7AW4 4444444314444 SVT TTT YW 444444444% 
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BEIGE 
BLUE 


») PRICE $1.50 
LEVEY BROS. SHOE CO. 
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144 DUANE ST, NEW YORK CITY 
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DEPENDABLE SERVICE 






IF YOU NEED SHOES AT ONCE 
FOR THE COMING SEASON THE 
NEW YORK WHOLESALE SHOE 
MARKET IS PREPARED TO SHIP 
IMMEDIATELY THE IN-STOCK 
SHOES ADVERTISED IN THIS 
SECTION. 


















M. J. 





WIRE OR PHONE YOUR ORDER NOW 


‘BUY IN THE NEW YORK MARKET 
* t 


HOW TO REACH THE NEW YORK SHOE MARKE! 


a 
D CENTRAL 
STATION | 








We hope you will 


consider this acordial [FIND STREET 
invitation to call on 

any of the market 

establishments. The 34\Kt 


market is very easily 


























reached from any 

- of New York. ea ” 

rom Times Square 2808 
or Pennsylvania Sta 

tion, take the Broad- a 2809— 
way-Seventh Avenue x x 2810— 
I. R. T. express to N o 2811— 
Chambers Street. 14 STREET 

From Grand Central a 
Station take the Lex- 2813— 
ington Avenue ex- 

press to Brooklyn 

Bridge. If you take 





the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers __ Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 
these stations. 
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WORK MARKET,’ 


Un il ral No wha banana 
Pedicharm Shoe 


BEAMLESS OPERA PUMPS fi The 
% IN-STOCK AAA-C 
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WITH 
—E FITZ-ON FASHIONABLE—CORRECTIVE 
REPLACEABLE HEEL AAA-EEE 


High Heel—Patent Leather, IN STOCK 












y Gunmetal Calf, Black, Brown, 
CE Blue and White Kid, White and PY A Large Assortment of 
Black crepe. Beautiful and Latest Pat- 
1E Baby Spanish Heel—Pat- terns in Diversified Leathers 
- ent Leather, Gunmetal Calf, i : 
Brown Kid and White Kid. To Retail at 44 and 85 - - 
No. 4385 
IE SAXON DEVON See Our New Spring Models IN ALL LEATHERS 
$2.35 $2.10 
4 Including Eztra Pair Top Lifts LAZARUS FRIED & SONS, INC. 
IP J SAKS SHOE CORP 152 DUANE gree 118-120 DUANE ST. NEW YORK CITY 
M. . ° NEW YORK CIT 
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’ 


COCKTAIL HOUR 


IN-STOCK 
APRIL 182 





ee | le ’ 7) 60 2800—AlIl White Kid 
All White. Kia = e 2801—White Kid—Black Piping 


2802—Patent Leather—White Piping 


2809—White Kid—Black Piping 2803—Red Kid—White Piping 
2810—Patent Leather—White Piping 2804—Blue Kid—White Piping 
2811—Red Kid—Gold Piping 2805—Pastel Green Kid—White Piping 
——@ 2812—White Doeskin—Gold Piping 2806—Pastel Pink -Kid—White Piping 
2813—Pastel Blue Doeskin—Silver Piping 2807—Pastel Blue Kid—White Piping 


HIGH GRADE COMPO SANDALS 


MADE IN OUR REGULAR COMPO NOVELTY FACTORY MAKING $4.00 RETAILERS 


ALL ONE WIDTH C WIDE SIZES 3-8 


B. FRIEDMAN SHOE CO. 


109 READE STREET ESTABLISHED 1880 NEW YORK CITY 
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AULT -SHACKFORD 


SPRING di 
mae ~=LOOTWEAR © cxesrmmas 


Blue Calf; 16/8 Cont. Heel; 
$3.1 


._ Black Kid; 16/8 Cont. AAA to C 


Heel; AAA to C $3.10 ae 
C594-6—White Kid; C589-39—W hite Suede; 
Louis Heel; AAA toC... C $3.1 


C594-15—White Calf; 16/8 
Cont. Heel; AAA to C.. $3.10 cy 


No. C564-29—LORETTA No. C517-6—NANCY 
ee . No. W139—RHODA White Kid; 18/8 Cont. 
White Pig; 16/8 Cont. Heel; Black Kid: 14/8 Heel; AAA Heel; AAA to C 
AAA to D $3.1 5 a ebiieiaaa ini! $3.00 C517-15—White Calf “. 
ae ae ont. Heel; A to C.. $3.10 
wae ek Cal; AA: W139-16—Brown Kid; C517-—-Black Kid; AAA to 
F AAA to E C 


Whit Mie: Pin — No. W173—HILDA 
ite Pig; +4, ; 
No. C689—DORIS —_, Kid; 14/8 Heel; AA “ 
Black Kid; 18/8 Louis Heel; 

D $3 


$ 
C699-15—White Calf; AAA 
$3.1 


> gg egaey No. W397—VERONA Black Kid; 14/8 Heel; AAA 


Black Kid Gypsy; 15/8 Black Kid; 15/8 Wood 
iy haapoepiammiene Cuban Heel; AAA to D.. $3.85 pe Se aaa 
; W397-7—A dmiral Blue 
Kid; AAA to C $4.10 W359-44—White Nubuck; 
: W397-16—Brown 15/8 Wood Heel; AAA 
AAA to D " AAA to D 5 
(Air-Tred) (Air-Tred) (Air-Tred) 








AULT-SHACKFORD SHOE COMPANY 
AUBURN, MAINE 
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NATIONAL NEWS 


More Retail Code Authorities 
Many Cities and Towns Still Unrepresented 


WASHINGTON, D. C.—More cities in 
which local Retail Code Authorities 
have been established are listed below. 
These are in addition to the towns 
and cities listed in the Boot AND SHOE 
RECORDER of March 10. There was one 
omission, and 67 others have been 
established since the publication of that 
list. (As in the previous list, the names 
of shoe representatives are given where 
known.) 

All towns and cities of more than 
2500 population are urged to establish 
Retail Code Authorities as soon as pos- 
sible, if they have not already done 
so, by Rivers Peterson, chairman of 
the National Retail Code Authority. 
Mr. Peterson says that “NRA is de- 
termined that the Code shall be ad- 
ministered. If business fails to avail 
itself of the present opportunity for 
self-regulation by itself organizing Lo- 
cal Code Authorities, some other form 
of administration will be imposed. This 
may be called a testing period when 
the Government is waiting to see if 
retailers will respond to their respon- 
sibility and privilege. Some means for 
enforcement will certainly be provided. 
Will you have your own, or something 
else?” 


ALABAMA—Montgomery. — 

CALIFORNIA—Dinuba, San Diego, 
Visalia. 

COLORADO—Rocky Ford. 


CONNECTICUT — Norwich, Willi- 
mantic. 

GEORGIA—Athens. 

ILLINOIS—Cairo: Allen McManus; 
Canton, Effingham, Paris, Pekin; 
Springfield: Frank W. Siebert, W. Ray 
Fogerty. 

INDIANA —Elkhart; Indianapolis: 
Arthur A. Brown, H. C. Kimber. 

I0OWA—Davenport. 


KANSAS—Herington. 
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SATURDAY, MARCH 24, 1934 


LOUISIANA—Baton Rouge. 

MASSACHUSETTS — Leominster, 
North Adams, Spencer: William Ber- 
thiaume. 

MICHIGAN—Benton Harbor. 

MINNESOTA—Eveleth, Virginia. 

MISSISSIPPI—Clarksdale. 

MISSOURI—Maryville. 

NEVADA—Reno. 

NEW JERSEY—Bridgeton, Irving- 
ton: L. Zuber, Charles Levine, Harry 
Horowitz; Red Bank. 

NEW YORK—Corning, Ithaca, Min- 
eola, North Tonawanda, Wellesville. 

NORTH CAROLINA—Canton, Con- 
cord, Shelby, Wilson. 

NORTH DAKOTA—Bismarck, Dev- 
il’s Lake, Mandan. 

OHIO—Mansfield, Marietta, Middle- 
town. 

OREGON—Bend. 

PENNSYLVANIA — Johnstown: R. 
C. Gerheim, David Slutzker (Alter- 
nate), C. J. Heagy, William Sheldon 
(Alternate); Lebanon, Mahanoy City, 
Uniontown, Washington. 

SOUTH CAROLINA—Chester. 

TEXAS — Borger, Breckenridge, 
Jacksonville, Littlefield, Palestine, Per- 
ryton, Sherman, Temple, Texarkana. 

VIRGINIA—Harrisonburg: B. F. 
Garber. 

WASHINGTON—Everett, Yakima. 

WISCONSIN—Eawu Claire, Neenah, 
Oshkosh. 


GOING INDIAN 


Boston, Mass.—Cherokees are here. They’re 
sandals, done in Indian pattern. It looks as 
if an Indian design were woven into the vamps 
and quarters. But it turns out that the Indian 
design is perforated and underlaid with a con- 
trasting material. 


EVERY WEEK 


Buffalo Foot Health Plans 


BuFFALO, N. Y.—Plans for participa- 
tion by the Buffalo Retail Shoe Dealers’ 
Association in National Foot Health 
Week to be observed April 2-7 were ap- 
proved at a meeting of the association 
held in Hotel Statler at which George 
L. Seifert, president, presided. A com- 
mittee was appointed to work out de- 
tails of the observance. Those on the 
committee are: Irving M. Bauer, Oliver 
F. LaReau, George L. Seifert, Samuel 
H. Michaels and Clarence I. Lanich. 
M. A. Mittelman of Detroit, president 
of the National Shoe Retailers’ Associa- 
tion, will be the guest speaker at the 
next meeting of the association to be 
held April 4 in Hotel Statler. - 


Endorse Travelers Code 


At the special meeting of the Buf- 
falo Association of Shoe Traveling 
Salesmen held in the Statler Hotel, 
Buffalo, N. Y., it was voted that the 
NRA be petitioned to accept and put 
into operation the code for the shoe 
traveling salesmen as presented by the 
National Shoe Travelers’ Association. 

A large gathering was present. 

Fred Zorn of the W. B. Coon selling 
force was elected to the presidency, 
with Williarn Adler as vice-president 
and Louis Rubin as the secretary-treas- 
urer. Mr. Zorn, who was elected to the 
presidency, resumes the position he 
held fully twenty-five years ago. 


Growing Comfort Shoe Demand 


INDIANAPOLIS, IND.—H. E. Talbert, 
manager of the men’s department at 
Marott’s Shoe Shop, reports a grow- 
ing demand for comfort shoes. Ac- 
cording to Talbert, fifty per cent of 
men are looking for comfortable foot- 


wear. This is particularly true of 
men engaged in clerical work, sales- 
men, and men who do a great deal of 
walking. Style seems to be a secon- 
dary consideration with these patrons 
in selecting their footwear. 





BE READY FOR 

the Spring Demand 

FOR BOY SCOUT 
SHOES 


ate #927. . Official moccasin type service 
hoe. Brown Elk, Raw-Cord soles, rubber heels. 
Gents’ $2.25; Boys’ $2.60; Men’s $3.00 


Style #721... . Same in medium shade Tan 
Elk, Gro-Cord Kicker Toe sole and heel. Gents’ 
$2.60; Boys’ $3.00; Men’s $3.45. 

Style #913 .... Official moccasin type service 
oxford. Brown Elk, Gro-Cord Kicker Toe sole 
and heel. Gents’ $2.60; Boys’ $3.00; Men’s 
$3.45. 


Style #740... . Same in Brown Elk, Raw-Cord 
sole, rubber heel. Boys’ $2.60; Men’s $3.00. 


EXCELS 
Official Boy Scout' 9; 


CAMP-OLOGY BOOKS SUPPLIED FREE. Every 


Scout wants one. Show them in your window trim. 


y. So 


STYLE No. 58! 

OFFICIAL 

BOY SCOUT 
DRESS OXFORD 
Brown or Black Calf, —, sole, rubber heel, 
_o last. Gents’ $2. 55; Boys’ $3.25; Men's 

3.75. 
Style #561 . . . Same in Brown Elk. Gents’ 
$2.25; Boys’ $2. 60; Men’s $3.25. 
Style #564 .. . Same in Black Kip. 
$2.25; Boys’ $2.60; Men’s $3.25. 


Gents’ 





Every Scout and Cub has visions of the pre- 
liminary ~ ae © hikes and training for summer- 
time yy , more of the boys’ trade by 
= Se turdy shoes in your window 
trims 











Complete descriptive folder sent on request. 


THE 


EXCELSIOR 


SHOE COMPANY 


Portsmouth, Ohio 
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» TRADE DOINGS 4 


Detroit Retailers Elect 


DETROIT, MicH.—Annual election and 
meeting of the Detroit Retail Shoe 
Dealers’ Association were held March 
13. A meeting of the board of directors 
of the Michigan R. S. D. A. was held 
early in the evening under the direc- 
tion of President Clyde K. Taylor. 

Officers elected for the Detroit asso- 
ciation were: President, Stuart J. Rack- 
ham of Stuart J. Rackham, Inc.; vice- 
presidents: Nathan Hack, Hack Shoe 
Company; Ed Stocker, Stocker’s Shoes; 
A. O. Day, R. F. Fyfe & Company; 
secretary, Earnest J. Bradshaw, J. L. 
Hudson Company; assistant secretary, 
Roy Plunkett, Plunkett Brothers; 
treasurer, Adolph Goetz, Goetz-Mittle- 
man Company. 

Directors are—for three years: Wal- 
ter Parker, C. K. Taylor, Stephen Jay, 
M. A. Mittleman; for two years: Jack 
Plunkett, V. V. McBryde, James Ertell, 
Harry Karnow; for one year: William 
Dower, Earl W. Gregg, J. Burr, J. A. 
Moore. 

Twenty-seven new members were re- 
ceived at the meeting. This is the re- 
sult of steady work for membership, 
rather than any special campaign. 
President Mittleman of the national as- 
sociation gave an address upon busi- 
ness management. 

Significance was given to the elec- 
tion by the succession of Rackham to 
the post of president, vacated by his 
own partner, Clyde K. Taylor, who is 
also president of the Michigan asso- 
ciation. 


N.S.R.A. Notes 


The National Shoe Travelers’ Asso- 
ciation reports that the phrase, “trav- 
eling salesmen,” suggested by them in 
preference to the phrase, “outside sales- 
men,” is now being used by the Na- 
tional Recovery Administration to dif- 
ferentiate between outside salesmen 
and those whose business compels them 
to travel from town to town; also those 
who sell from the manufacturer and 
jobber exclusively to the distributor. 

Harry Bennigson, chairman, commit- 
tee on hotels, invites all associations 
to appoint a chairman for their sec- 
tion. This would be the means of hav- 
ing every section of the country cov- 
ered so that all complaints and sugges- 
tions for reduction in hotel rates might 
be a country-wide work. He invites 
suggestions and will handle all com- 
plaints. 

To date the Southwestern Shoe Trav- 
elers’ Association shows an increase in 
membership over 1933 total. 

Indiana Shoe Travelers’ Association 
also shows increases to date in mem- 
bership over 1933 total. 

The Shoe Style Conference will be 
held April 16-17, Hotel Astor, New 
York City. M. E. Tobias is chairman 
and W. A. Howard assistant chairman. 
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Denver Retailers Meet 


DENVER, CoLoO.—A good attendance 
and highly instructive talks by two ex- 
cellent speakers combined to make the 
last meeting of the Denver Shoe Re- 
tailers Association one of the most suc- 
cessful to date. From now on it is 
planned to hold regular meetings once 
a month. 

“Spring Ready-To-Wear Fashions in 
Relation to Shoes,” was the subject of 
Mrs. Lois Hilliard Glafcke, stylist for 
Neusteter’s. She declared that to really 
“keep up” with shoe demand, buyers 
must follow fashion trends in ready-to- 
wear. 

The second talk was given by Wil- 
liam F. Washburn, general manager of 
the Armstrong Co. He took a dual 
subject: “Economic Conditions and 
Trends in Manufacturing Applied to 
Lasts.” 


Michigan Code Meeting 


DETROIT, MICH.—A state meeting on 
the NRA code has been scheduled for 
April 9 at Jackson, under sponsorship 
of the Jackson Retail Shoe Dealers’ 
Association. The shoemen of the 
southern part of the state will meet 
at this date. Important discussion of 
codes and standards of fair practices 
is expected, but no essential modifica- 
tion may be sought in code standards. 

All shoemen within a radius of forty 
miles are expected to attend, and ar- 
rangements are being made for repre- 
sentatives of the Michigan R. S. D. A. 
to attend, with a possibility that Presi- 
dent M. A. Mittelman may speak. Call 
for the meeting was issued by Percy 
Reid, of the Arch Preserver Shoe Shop. 


Reports Income Gain 


Rock ISLAND, ILL.—A net income of 
$49,633.27 for 1933 as compared with 
a net loss of $119,210.91 for 1932 was 
reported by Carl A. Hallgren, presi- 
dent of the Servus Rubber Co., manu- 
facturers of rubber footwear, at the 
annual meeting. Mr. Hallgren, elect- 
ed president for the first time in Sep- 
tember, 19382, was reelected as were all 
other officers: vice-president, John H. 
Hauberg; executive vice-president, C. 
E. Little; treasurer, John G. Huntoon; 
secretary, Walter A. Rosenfield; as- 
sistant secretary-treasurer, A. W. 
Wurbs. 

M. E. Strieter was elected a director 
to succeed H. W. Litten, resigned, and 
all the other directors were reelected 
as follows: C. A. Hallgren, A. W. Mit- 
chell, J. G. Huntoon, W. A. Rosenfield, 
M. S. Heagy and J. H. Hauberg, all 
of Rock Island; T. G. Lee, Geneseo, 
Ill., and L. B. Icely, Chicago. 


RED WINDOW 


Boston, Mass.—“The red window” at Shep- 
erd’s is full of red shoes, sandals, pumps, ties 
- “4 on, and the shoppers blink as they stop 
to look. 
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KISTLER 


VUITTON NNT 01" 1 a DENCH BRAND 
GETS A SUPREME TEST SOLE LEATHER, 


THE MOCCASIN BOOT is usually given severe punishment. If it does not 
stand snow, rain, muck and mire, some very desirable business moves on. 
It is well to remember, whether it is a shoe for heavy duty, for sport, or 
for street or dress wear, the interests of the trade are safeguarded, if bot- 
toms are Kistler “BENCH BRAND” Sole Leather. This BALANCED TAN- 
NAGE is firm in fibre, comfortably flexible, moisture resisting, amazingly 
durable. The dealer’s sales organization which is backed by the trade- 
marked product of our organization as applied to leading lines of shoes, 
KISTLER ies has advantages of a recognized influence on profitable business. Don’t pay 
the penalty of poor sole leather. 


Hawa VAISTLER aig 


i} 
' | f This chart represents a side 


3) 
ip of leather. The part used for 
: : va . KISTLER “BENCH BRAND” 
a iin i '={@) Ss sme) AN . M 7 +N S S 5 SOLES is about 13% of the 
FOUNDED - 1840 eens 
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Thank Uou, Cuba C2 
P HI- Li 
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The Cpotts Chice whcse arrival was an Cvent! 


@ From Cuba has come a JAI-ALAI (HI-LI) Sports Shoe 
that has made a new market. @ JAI-ALAI won its way 
over night in America. @ Dealers grabbed it . . sold 
out in a few weeks and called for more. @ The demand 
for JAI-ALAI . . as a sports shoe .. indoors and out.. 
for action or relaxation . . will sweep America in 1934. 
@ JAI-ALAI is patented. It carries a crepe rubber sole, 
self-vulcanized onto the uppers. @ Made for both men 
and women. Priced for both to retail at an amazing low 
price. @ Orders should be rushed NOW. 


CUBAN AMERICAN SHOE COMPANY 


WARNING: JAI-ALAI Sport Shoes are 
patented. Infringement on patent fea- 
tures or trade name by manufacturers 


NORTH ADAMS 


MASSACHUSETTS 


or dealers will be prosecuted. 





High Heel Cartons 


LyNN, Mass.—Novelty shoes brought 
high heels. To pack shoes with high 
heels, shoe manufacturers used wider 
boxes. They added as much as three- 
eighth of an inch to the width. Right 
off from retailers came complaints that 
they could not stack the usual number 
of shoes on their shelves, when each 
box was three-eighths of an inch wider. 

So the shoe manufacturers changed 
from width to length. They returned 
to standard widths. So retailers can 
stack as many shoes on a shelf as for- 
merly. By adding a quarter of an inch 
to length, the high heels are accommo- 
dated in the box. The packers do not 
fit the toe snugly into the heel but draw 
it back about a quarter of inch, and so 
there is room in the box for the high 
heels. : 

The addition of a quarter of an inch 
to the length of the box makes no dif- 
ference in most stores. 


Promotes Children’s Contest 


Wicuita, Kan.—John Kimple, in 
charge of the first floor shoe shop at 
Rorabaugh’s is running a children’s 
contest. The prizes, a wrist watch, a 
pair of shoes, and a pair of house 
slippers, are to go to the three children 
under 14 who send the longest lists of 
words made from “Young America,” a 
brand of shoes just put in by Mr. 
Kimple. 








DATES TO REMEMBER 


Spring Begins 
Good Friday 
Easter 
Foot Health Week 
Leather Opening, Hotel Astor, New York, 
ee are. April 16, 17 
Confederate Memorial Day April 26 
(Ala., Fla., Ga., and Miss.) 
Confederate Memorial Day 
(Ky. and N 
Mother’s Day 
Sport Shoe Week 
Memorial Day 
(All states and possessions except Ala., 
“oh Ga., La., Miss., N. C,, and 
Semi-Annual Shoe Fair and Style Show 
—Biltmore Hotel, Los Angeles, Calif., 
. June 4, 5, 6 
California Shoe Retailers’ Convention—St. 
Francis Hotel, San Francisco, Calif., 
June 11, 12, 13 
Pacific Northwest Shoe Retailers’ Conven- 
tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 


Entertains Children 


PORTLAND, ORE. — Cooperating with 
the Alder Theatre, Olds, Wortman & 
King—who maintain one of the largest 
Pied Piper Shoe Departments in this 
section, held a Saturday matinee which 
brought out a capacity house to per- 
sonally meet the Pied Piper in person. 
Appropriate juvenile films were also 
screened for the youngsters. 





Active Display Case 


LOUISVILLE, Ky.—In the “budget 
nook” of the Boston Shoe Store—which 
was a short display case with glass 
shelves back of it, tied into the store 
proper with a decorative booth around 
it—were assembled a number of articles 
priced at a dollar. This merchandise 
ranged from ties, socks, hose, ladies’ 
handbags, to bedroom slippers for both 
men and women. Being just at the 
left of the door, it was suggestive both 
for gifts and as a reminder of those 
small articles that had been overlooked 
on milady’s shopping list. 

Being the popular type of merchan- 
dise, there is little if any dead stock 
left over, according to J. C. Fedler, 
third, partner in the store, and the re- 
turns from the idea are quite satis- 
factory. 


Odd Lot Display 


SaLt LAKE City, UTAH—Five-deck 
display racks that clamp to shelves are 
used by Bert Christiansen, manager of 
Peters Shoe Store, to clear out “odds 
and ends.” Six pairs of shoes are dis- 
played on each deck with enough space 
between decks to allow easy access to 
regular stock shoes. Six of these racks 
are sufficient to keep “odds and ends” 
on display permanently. According to 
Christiansen, this arrangement pre- 
vents any confusion of sale shoes with 
regular stock and moves them rapidly. 
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Ellen 
No. 2097 


ROCHESTER 





FINE GOODYEAR WELTS 
FOR CHILDREN 


BUILT WITH ART FOR YOUNG MODERNS 


JUVENILE FOOT BUILDERS 
FOR OVER 15 YEARS 


WRITE FOR OUR NEW SPRING CATALOG 
AND ATTRACTIVE NEW PRICES 


ARTISAN SHOE CORPORATION 


MANUFACTURERS 


TO RETAIL $7 TO $8.50 





A-BIG TOE 
B-BIGTOE JOINT 
C-CENTER OF HEEL 





. 








The Doctor 


NEW YORK 





RACINE 





Mest of the feet to which you must fit shoes can 
be helped most by being interfered with least. 


vantages required, meeting the needs of practically 
all customers. 
ing that your customer is sold the correct size and 
width in a style that appeals to him. 
PATENTED ARCH 


CONSTRUCTION 
Illustrated Above 


Write for 
CATALOG 


MEETING 
NATURE'S 
CONDITIONS 


SELL CORRECT SHOES 


shoe provides all the structural ad- 


More time is thus afforded for see- 
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» ABOUT PEOPLE 4 


Lasersohn Appointed 


St. Louis, Mo.—Robert Lasersohn, 
well-known advertising man of St. 
Louis, has been appointed advertis- 
ing director of Weiss-Kramer Shoe Co., 
operators of leased shoe departments 
and individual stores throughout the 
central and north central part of the 
United States. Mr. Lasersohn recently 
resigned from the Jos. S. Batt Co., Ad- 
vertising Counsellors, to form. his own 
agency. He has specialized in shoe ad- 
vertising for the past several years 
and has conducted quite a few success- 
ful campaigns for some of the larger 
chains. 


New Manager 


LONG BEACH, CAL.—Max Schlemmer, 
who has been assistant manager of 
Hamilton’s, Inc., branch shoe store here, 
has been appointed manager, succeed- 
ing F. W. Johnson, who resigned after 
having been connected with the store 
for five years. Before tying up with 
Hamilton’s, Mr. Schlemmer was with 
Young’s Speedy Shoes for a time and 
also with the same company here as 
manager. 

Mr. Schlemmer is assisted at Ham- 
ilton’s by Walt Williams, also formerly 
with Young’s, 


| Heads Eugene Shoemen 


| 

| EUuGENE, Ore.—L. M. (Bud) Travis 
| has been elected president of the local 
Chapter of Pacific Northwest Shoe 
Retailers’ Associaton. He is a partner 
of Chas. E. Smith in Eugene. Dean 
McAlpin was elected vice-president and 
Harold Edbloom was named secretary 
to succeed Abe Eisenstein, who so suc- 


four years. 


New Manager at Desmond’s 


Lone BeEacH, CaL.—J. E. Harwell, 
formerly a salesman in the downtown 
Los Angeles store, has been appointed 
manager of the shoe department in 
Desmond’s Long Beach branch store. 

Mr. Harwell has had many years’ 
experience in the better type of men’s 
shoe stores. The Desmond’s men’s 
store here is comparatively a new one 
and occupies a central location. 


Hardy Appointed Manager 


DETROIT, MicH.—Frank Hardy has 
been appointed new manager of the 
basement department of R. H. Fyfe 
and Company, Detroit’s largest shoe 
store. Hardy was formerly on the third 
floor sales staff of Fyfe’s, in the women’s 
department. He has been with the com- 
pany for twelve years. Hardy succeeds 





Hazen McPhail, who resigned. 


cessfully held the position for some | 


Joins Reliable Shoe Co. 


PORTLAND, ORE.—Max Nudelman has 
joined his brother Manuel in the opera- 
tion of the Reliable Shoe Company, 
since the death of the elder Nudelman 
some months ago. The brothers have 
recently had the store entirely modern- 
ized into one of the finest retail estab- 
lishments in the state for men. 


Roth in Los Angeles 


Los ANGELES, CAL.—Lee Roth, for 
many years president of Lee Roth, Inc., 
popular shoe shop at 175 East Flagler 
Street, Miami, Fla., is now located in 
Los Angeles and acting as assistant 
manager of Reed’s Shoe Store at 737 
S. Broadway. 


Becomes Partner 


ALBIA, IowA—K. C. Potts became 
partner in the Chambers shoe store here 
March 1 after being connected with the 
shop eight months, it is announced by 
John L. Chambers. 


Barker at Farnham’s 

LonGc BEACH, CaL.—R. G. Barker, 
formerly with the Peterson Shoe Store 
at Santa Ana is now the manager of 
the new shoe department at Farnham’s 
| Men Shop. 
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Manufacturers and Shoe Merchants who aie 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 


notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 


standing new developments in smart shoes for 


THE women. 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 
THIN SHANKS — CLOSE EDGES 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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« WHAT'S NEW 


Products, Promotions, 


Launches New Style Service 


New York, N. Y.—Shoe Fashion Re- 
search, Inc., C. W. Conaway, president, 
have opened a suite of offices in the 
Marbridge Building, Rooms 657-659. 
The new company will present a high- 
ly specialized style service for shoe re- 
tailers and manufacturers, including 
Paris monthly bulletins, quarterly il- 
lustrated magazines, New York and 
Paris shoppers’ service bulletins, Amer- 
ican style bulletins and a special de- 
signing service. 

A new and unusual feature offered 
by Shoe Fashion Research, Inc., is the 
Styl-O-Form, a graphic and effective 
method of displaying shoe styles. The 
Styl-O-Form patent on which is pend- 
ing shows the actual leathers or fabrics 
exactly as they would appear on a pull- 
over, but shows the heel, too. Combina- 
tions of materials stitching and other 
details are displayed to fullest advan- 
tage and the Styl-O-Form is easy to 
handle and occupies little space. They 
can be made up quickly and economical- 
ly and are ideally suited for use by 
manufacturers in styling their lines, or 
may be employed by salesmen to supple- 
ment the regular sample line. 


STYL*O- FORM 

a Hm 

HOE FASMION SEARO 
ae ate ahem 


The New Styl-O-Form 


Styl-O-Forms will be designed and 
made up by some of the finest creators 
of shoe style in Paris and America. 

C. W. Conaway feels that there is a 
definite demand for more individual 
shoe styling and that Shoe Fashion Re- 
search, Inc., will provide shoe manufac- 
turers and retailers with the sort of in- 
telligent, individual style service they 
require. 


Arctic Test Dressings 


PEABODY, Mass.—New dressings, for 
leather and shoes, are of the arctic test 
class. To prove them, they’re put in 
cold storage, at sub-zero temperatures. 
If they come out looking firm and 
bright they’re good enough for next 
Winter’s leather and shoes. 
we gain in Winter sports started 
this. 





IN THE TRADE > 


Inventions and Ideas 


Trend in Stitching 


Lynn, Mass.—A new idea in stitch- 
ing uppers of women’s shoes for nov- 
elty of style is coming along, larger 
needles and heavier threads being used 
in this new shoemaking. ‘“Crowbars” 
is what the stitchers call the newly 
used big needles. They are as thick 
as an ordinary wire nail, and are No. 
20 and up in the needle catalog. The 
newly used threads are as thick as 
fish line, cunner style. They have a 
core of cotton covered with a tight 
weave of silk. Some of them look like 
the silk cord of a radio set. Machines 
are being adjusted to stitch a hundred 
and one designs on shoe uppers with 
these larger needles and_ heavier 
threads. All of this is just the reverse 
of the general endeavor of the last 
few years to use the finest needles and 
the thinnest threads possible in shoe- 
making. 


Radio Advertising 


DENVER, CoLO.—Broadhurst, Inc., has 
increased the effectiveness of radio ad- 
vertising by preparing their continuity 
in news-note form and timing their 
broadcast so that it “goes on the air” 
immediately following a nation-wide 
hook-up of news highlights of the day. 

After the chain program has con- 
cluded, the announcer of the local sta- 
tion fills the “break” by stating, “And 
here’s more news — Broadhurst, Inc. 
——,”’ and then proceeds to give the 
brief announcement. In addition to 
reaching a large audience of listeners, 
both in the city and throughout the 
State, the efforts are delivered while 
news-listeners are giving their undi- 
vided attention to the radio and not 
attempting to listen to it and do some- 
thing else at the same time, as is pos- 
sible when tuned in on a musical pro- 
gram. 


“The Rubber Atom” 


LYNN, Mass.—Chemists have broken 
up rubber into bits. It takes 1000 or 
more to be seen. These bits, called “the 
rubber atom,” sink down into leather, 
mesh around its fibres, and so the ce- 
ment makes a tight seam. This cement 
seals lips of channels, so they won’t 
peel and crack. 


Straw and Cork 


_Boston, Mass.—New sandals, bare- 
foot pattern, and called Mexican, are 
sold and heeled with cork, the heel be- 
ing of the Cuban type, while the uppers 
are of strips of woven straw. 
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NEW! 
8] 7. 
MORE WEAR 
GUARANTEED 


. or Money Back! 


Here it is! 
Just the item 
to invite new 
trade and to 
hold old cus- 
tomers. Offers 
every advantage 
of a fine Selva 
toe ‘shoe plus 
twieé the wear 
—dguaranteed! 


Different than 
any toe shoe 
ever made for 
it gives wear 
protection at 
three points! 
Better because 
the toe is pleat- 
ed to provide a 
shock absorb- 
ing cushion for 
the foot. 


Commands Customers To 


BUY! 


Extensive advertising will stimulate sales. Full 
Color Page in American Dancer will announce 
Nu-Toe to dancers everywhere. Liberal profit 
to dealers. Write for details. IN STOCK. 


SELVA 


& SONS, INCORPORATED 


1607 BROADWAY NEW YORK 
a 
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HERE TO BUY 
Ven’s Shoes 


ee es ere 


~~” SHOE 
MEN’S FINE SHOES 
OLD COLONY SHOE Co. PROCKTON 


NEW YORK BOSTON 
Marbridge Bids. 


Shoes Now Retail $9 to $20 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 






































EAST WEYMOUTH. MASS. 
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WHERE TO BUY 


Riding Boots 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R 


7 on Request 


COLT 
CROMWELL Co. 


1239 Broadway 
New York City 














Roberts Representing Milford 


A. M. Roberts is preparing to go 
into his territory with a new line— 
that of the Milford Shoe Company. 
Mr. Roberts, who formerly has sold 
such lines as Forbush, Nettleton and 
Stetson, will travel in New York State, 
west of Albany, Ohio, Kentucky, West 
Virginia, Pennsylvania and part of 
New Jersey. He will leave for his first 
trip with Milford shoes after the 
Easter holidays. 
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> ON THE SELLING END « 


News of the Travelers and Sales Activities 







A survey made by E. C. Keleher, 
chairman of the railroad committee of 
the National Shoe Travelers’ Associa- 
tion, shows that the elimination of the 
surcharge made by railroads of the 
South and West for berths or seats in 
Pullman cars has been of great advan- 
tage both to the railroads and to the 
Pullman Company. There has been 
greater use of Pullman accommoda- 
tions with more satisfied customers and 
more actual revenue for the carriers. 
Mr. Keleher quotes one official of the 
Pullman Company as saying: 

“Since the actual price of all Pull- 
man tickets has been reduced 33 1/3 
per cent by elimination of the sur- 
charge, we find that we not only have 
more patrons but that individual pa- 
trons are buying more space than un- 
der the old rate provisions. We are 
now selling something like 50 per cent 
more sections than at this time last 
year, and bedroom cars that were run- 
ning last year with an occupancy of 
25 per cent, are now frequently fully 
occupied.” 

“The fight will now be carried into 
every section of the country,” prom- 
ises T. A. Delany, secretary-treasurer 
of the National Shoe Travelers Asso- 
ciation. “All this information is being 
supplied to all the railroads in other 
parts of the country, and we are pre- 
paring, also, to wage warfare against 
another practice—the system of charg- 
ing higher, or differential railroad 
rates for the use of Pullman accommo- 
dations. This is, in effect, a reinstate- 
ment of the surcharge in another form. 
It is very poor business for the rail- 
roads to discourage the use of the out- 
standing advantage they have over 
other modes of travel—the ability to 
offer comfortable transportation at 
night—by making an extra and exces- 
sive charge for the privilege of buying 
a Pullman ticket.” 


Browner Covering N. Y. 


New York, N. Y.—Jerry S. Browner, 
who has been covering New York and 
New Jersey for the past seven years, 
will now represent the Marbach Shoe 
& Slippér Co., of 159 Duane St., with a 
complete line of men’s dress and work 
shoes, slippers, beach sandals and tennis 
footwear. 


Is Peters Ore. Representative 


S. F. Stone is now Oregon represen- 
tative for the Peters Branch of the 
International Shoe Company. He was 
formerly with the Endicott Johnson 
organization. Permanent headquarters 
are being maintained at the Imperial 
Hotel, Portland. 














Roberts Succeeds Fox 


Al Roberts, well-known representa- 
tive of the Beacon Shoe Company, has 
succeeded John Fox, one of the out- 
standing salesman in the New England 
manufacturing field, in the territory 
Fox has traveled for many years in the 
interests of the Milford Shoe Co., Mil- 
ford, Mass. 

Mr. Roberts, a native of Rochester, 
N. Y., will cover New York State, ex- 
clusive of New York City, Pennsyl- 
vania, Washington, Baltimore, Ohio 
and West Virginia. He was for 16 
years a member of the Forbush Com- 
pany’s sales force and later was iden- 
tified with C. H. Alden Co. No an- 
nouncement has been made by Mr. Fox 
as to his plans for the near future. 

Edward Snow, Mid-West representa- 
tive of the Milford Shoe Co., was a 
recent visitor to Boston and plans to 
make more frequent trips East during 
the next year or two. He reports his 
company’s new in-stock department and 
its line of Artisan footwear a decided 
help to this well-known company’s out- 
lets nationally. 





Des Moines Personnel Changes 


Des MOINES, IowA—Mrs. Beulah 
Wills has been named manager of the 
new children’s shoe department at Heg- 
gen’s Shoe Store, according to H. S. 
Heggen. She was formerly connected 
with the Utica, whose stock has been 
sold. The Robin Hood line of children’s 
shoes will be handled. Heggen’s now 
handles women’s, men’s and children’s 
shoes. 

The Utica shoe stock is continuing 
at the same location with A. L. Teter 
as manager. The Nebraska Clothing 
Co. has purchased the location and will 
have the shoe section as a leased de- 
partment. 


Kuret With Golo 


M. J. Kuret, who was with Rice & 
Hutchins for 10 years and later branch 
manager of the Firestone Footwear Co. 
for a number of years, is now carry- 
ing the line of the Golo Slipper Co., 
Inc., of New York through Middle 
Western territory. 


W. A. O’Neill With E-} 


W. A. O'Neill is now handling the 
Endicott Johnson line in the Pacific 








Northwest. He will establish active 
headquarters in both Portland and 
Seattle. 
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Men Buying White Buck 


Los ANGELES, CAL.—Silverwood’s, 
Inc., Desmonds, Mullen & Bluett and 
Harris & Frank showed the way when 
simultaneously their windows were 
filled quite largely with white buck 
shoes for men. At least twice the 
space usually given to shoes was given 
and in newspaper display advertising 
the space was also doubled. “Go into 
sport shoes on March 15!” was the 
burden of their message to the public. 

Predominating in the displays were 
the plain whites both with plain toes 
and the wing tips, but there was a 
secondary showing of Elkfinish with 
brown or black saddles—these also are 
shown in both plain toes and wing tips. 

Early sales indicate that the mass 
of the people are preferring the wing- 
tip while large numbers who are de- 
cidedly style conscious are inclined to 
favor the plain toes in the white bucks. 


Selling Work Shoes 


DENVER, CoLo.— Work shoes for 
C.W.A. workers are proving an excel- 
lent source of revenue for the shoe de- 
partment at the Broadway Department 
Store here. With virtually no expense 
for advertising, this department has 
built up an average sale of 50 pairs 
per month. 

The line is being given conspicuous 
space in the windows, on department 
tables and on ledges. The window fea- 
tures a large poster: “C.W.A. Work- 
ers, buy your work shoes here and 
save.” The featured shoe is an in- 
expensive but servicable one of black 
elk leather with a plain toe. Buyer 
D. O. Hudson finds that among city 
workers this is much more popular 
than the “barnyard re-tan.” 


Large Shoe-Cream Sales 


SattT LAKE City, UTAH—What about 
shoe creams? Do you build each sale 
by suggesting the right dressing for 
the particular shoe sold? And, then, 
if you do sell the cream, do you in- 
stantly forget about it, and think your 
task is done? 

“Shoe creams can do much to tie 
your customers to you,” declared S. M. 
Soloman, shoe buyer for the Paris 
store, 28 East Broadway. “Whenever 
we sell creams to our customers, we 
stress the point that it is easier on 
the shoe if the cream is used con- 
tinuously. Of course, continuous use 
of the cream means an empty bottle 
in short order, and a return to the 
department necessary. Frequent re- 
turns mean frequent contacts, and fre- 
quent contacts mean more shoes sold.” 

During the summer months, the Paris 
sells cream to practically every shoe 
customer. 


March. 24, 





1934 


Many Eyelets 


Boston, Mass.—48 eyelets to a pair 
—that looks like a record for eyelets. 
Filene shows the shoes. In each are 
six regular eyelets for the lace rows. 
And on either side, three rows, parallel, 
of fancy eyelets, three to each row, 
making a total of 24 for each shoe and 
48 for the pair. 





OBITUARY 





T. John Evans 


Brockton, Mass.—Leading South 
Shore manufacturing executives and 
others joined in paying tribute last 
Tuesday to the memory of T. John 
Evans, widely known shoe executive 
and one of Brockton’s best known shoe 
men who died Friday, March 9, at East 
Weymouth, Mass., in his 86th year. 

First as a manufacturing executive 
and later as the first secretary of the 
Brockton Shoe Manufacturers’ Associ- 
ation, Mr. Evans, became a well-known 
figure nationally, for his knowledge of 
shoemaking and his ability as an or- 
ganizer. He was commander of the 
Reynolds Post of the G. A. R., and 
among his surviving relatives is 
“Chick” Evans, well-known golfer. 

Manufacturers of the city to which 
he had contributed much for many 
years were headed by John S. Kent, 
president of the M. A. Packard Shoe 
Company, a former president of the 
association in which Mr. Evans had 
been an important factor for many 
years, in the large turnout at the 
funeral services for this beloved veteran 
shoe executive. 


Emery C. Moody 


BrockTon, Mass.—Emery C. Moody, 
for many years an executive with the 
M. A. Packard Company and in retire- 
ment for 10 years or more, died sud- 
denly last Thursday, at his home in 
Avon, Mass., in his 79th year. Mr. 
Moody was a well-known figure in the 
Brockton district and was equally well 
known to salesmen and retailers in 
many sections of the country. 


Ex-Pres. N.S.T.A. Passes 


Arthur I. Benedict, who died last 
week, was a former president of the 
National Shoe Travelers’ Association. 
Resolutions were passed by the Na- 
tional Shoe Travelers’ Association and 
were sent to his surviving son. 


James Horan 


New York, N. Y.—James Horan, 
New York representative of the Valley 
Shoe Company of St. Louis, died Mon- 
day morning, March 19th. Mr. Horan, 


‘better known as “Jimmie,” was a very 


popular salesman and particularly well- 
known in the Marbridge Building in 
New York, where the Valley Shoe Com- 
pany maintained offices. 





Shoe Bags Profitable 


SALT LAKE City, UTAH—Add shoe 
bags to the list of accessories every 
shoe department should push. Little 
things, but—the Florsheim Shoe Com- 
pany, 164 South Main Street, sells 
them to 20 per cent of its customers, 
merely by suggesting them to each 
customer who buys a pair of shoes, and 
by giving them display on and off shoes 
on an interior table display. 


Blue, and Red 


MONTCLAIR, N. J.—The shoe store of 
J. Harris, one of the most distinctive 
of shoe establishments in the country 
and noted for its fine window and in- 
terior displays, is featuring an all 
“blue” window and an all “red” window 
for the Spring promotion. Not more 
than four or five pairs of shoes are 
shown in either display and they are 
accompanied by the correct hosiery, 
handbags, gloves, and even matching 
jewelry. 


Opens New Store 


LONG BRANCH, N. J.—Maurice Gold- 
berg, associated with Thom McAn for 
the past six years as manager, is open- 
ing a new family shoe store at 213 
Broadway. Mr. Goldberg will specialize 
particularly in high grade cancellation 
shoes, but will carry a complete line of 
children’s shoes as well. 


Toledo Retailers Meet 


On Feb. 5, the Retail Shoe Mer- 
chants of Toledo, Ohio, held a grand 
rally at the Bayshore Inn. Advertising 
men from the daily newspapers, and 
from the staff of WSPD, radio broad- 
casting station, were invited guests. 
As part of the program for the eve- 
ning, acts from the various night clubs 
of Toledo were featured. A fine Dutch 
lunch was served to about 200 men. 
Walter Wood, Roy Klock and Wilbur 
Hoskin were in charge of the evening’s 
entertainment. 

A regular monthly meeting of the 
Toledo Shoe Retailers was held on 
March 12, at the Elks’ Club. Topics 
for the general good of the shoe busi- 
ness were discussed. A dinner at 6.30 
p. m., followed by card games after the 
business meeting, were contributing 
factors to the evening’s pleasure. 


Buys Carlson’s Store 


CHEYENNE, Wyo.—F. A. Silver and 
Ben Factor, owners of the Vogue Boot 
Shops in Denver and Pueblo, Colo., 
have just bought Carlson’s Shoe Salon 
at 1605 Carey Avenue here and re- 
opened it under the Vogue name. The 
manager is Laverne Montgomery, who. 
was formerly connected with the Carl- 
son establishment. Mr. Silver will con- 
tinue to operate the Denver store andi 
Mr. Factor the one in Pueblo. 
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Women’s Shoes 





ORIGINAL 


Ded, 


FOR MEN 
j. P. SMITH SHOE CO 
Chicago, III. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 








THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 
Kaffir Calf 
Patent L 


BETT SHOE CO. 
08.38 ee 








A PROVEN HEALTH SHOE 
In the North, South, East and 


SHAFT-PIERCE SHOE COMPANY 
FARIBAULT, MINNESOTA 














GENUINE HAND TURNS 
sso 
net 


ONE 
GOOD TURN 
SELLS 
ANOTHER 


IN 
STOCK 


“CRANSTON’ 
No. 7450—Satin Kid. ag ny in Black— 
Underlaid in Grey 
8450—88 Blue Kid. Stitched in Blue— 
Underiaid in Grey. 16/8 —— Heel. 
Medium Pointed Toe Last. 


DODGE, BLISS & PERRY inc: 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 





New Juvenile Shoe Store 


PHILADELPHIA, Pa.—This city now 
has a new exclusively juvenile shoe 
store, the only one in the central sec- 
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PARIS MANNEQUINS TRYING ON SHOES 


PARIS, FRANCE.—A scene in the Schi- 
aparelli dressing room. Mannequins 
getting ready to show the world’s most 
critical fashion audience the newest 
Spring costumes and Walk-Over shoes. 
These are the shoes that were selected 
by Mme. Schiaparelli as the most fitting 
to accompany her new town and coun- 
try clothes. 

Reading from left to right (on the 
foot) : Swago tie of taupe scuffed porcu- 
pine with three sets of bronze hooks to 
secure the laces and a low leather heel. 
A typical sports shoe for town wear. 

Pekin tie, perforated trough, in all- 
white rough leather. A perfect shoe 
with the new crinkled linens and cot- 
tons. 

Miramar step-in in black with a 


‘leafy, perforated design and bow at the 


instep. 





Belva tie, open-throat, in marine 
blue with feather stitching. A beauti- 
fully tailored model with the “dress- 
maker” touch. 

1934 Cabana step-in in black. One 
of the many types in this famous de- 
sign that is breeze-cooled by perfora- 
tions, giving an all-over rough texture 
effect in the same feeling as the new 
fabrics. 

(On the floor): The brown and white 
Skippy step-in with buckle-strap at the 
instep and leather heel. A classic in 
beauty and purpose. 

Black raccoon Chico  tie—laced 
through loops which form three bands 
across the instep. Another band cen- 
ters the toe. Perforations underlaid 
with gray and a leather heel. The 
moccasin effect makes this a _ very 
youthful-looking shoe. 


ie Rp a RN SR EE AS EN a 


tion. With the opening last week of 
Ceasar’s at 1537 Chestnut Street op- 
portunity is given juvenile shoe wearers 
to be served in a store exclusively their 
own. W. Z. Ceasar, head of the new 
establishment, has a wide experience 
in the shoe business, was for a number 
of years and until quite recently con- 
nected with the manufacturing firm of 
J. Edwards & Co. of this city, and is 
in consequence well qualified to select 
stock and styles. 

Edwards shoes by the way will be 
well represented in the line carried in 
the store and an equally representa- 
tive showing of boy’s footwear. 





The store which is exceptionally well 
located is finished in maple and the 
general color motif is taupe. Mickey 
Mouse and similar types of juvenile 
decoration gives the atmosphere that 
is consistent and Mr. Ceasar states that 
his price ranges will be in the medium 
brackets when the grades of shoes car- 
ried are considered. 


Eli’s Shoe Store 


SWANTON, VT.—P. E. Shapiro has 
opened a retail shoe store here which 
will operate under the name of Eli’s, 
and will feature Hy-Style shoes. 
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SMART WHITE SHOES by FORD 
for Early Spring Profits 


R910—White Calf, Punched T-Strap: 
331 Last; 


white zigzag stitch; 
wood Cuban heel. Goodyear welt. 


$4.35 


16/8 





IN STOCK 











Write for New Stock Folder 


SEND YOUR ORDER TODAY 


R908—White 
white zigzag stitch; 331 Last; 
wood Cuban heel. 


Oxford : 
16/8 


Calf Punched 


Goodyear welt. 


$4.35 


Cc. P. FORD & CO., Ine. 


Zebra Stripes 


Los ANGELES, CaL.—Zebra stripe, 
T-strap sandals in suede are being 
shown quite prominently at Bullock’s. 
These novelty numbers are for the 
most part in alternating, cross-wise 
stripes of orange and cream, yellow 
and cream, blue and gray, or yellow 
and light blue. Each stripe is an in- 
dividual piece of leather pleated over, 
artistically perforated and _ firmly 
stitched. 


Enlarges Store 


NEw HAveN, CoNN.—Samuels Shoe 
Shop has moved to a new and modernly 
equipped store two doors from its for- 
mer location. The new address is 151 
Temple Street, and the store advertis- 
ing, by way of impressing the conve- 
nient location, points out that it is “just 
across the street from the Paramount 
Theatre.” In addition to Dr. Kahler 
shoes, which have long been featured by 
this shop, Cantilever shoes for women 
and the new Physical Culture children’s 
shoes are now being handled, and the 
store has qualified to render foot health 
headquarters service in the relief of 
common foot ailments through proper 
type-fitting. 


Opening New Store 


WINCHESTER, VA.—Mrs. Frank 
Lovett is opening a very attractive 
ladies’ ready-to-wear shop. An arch- 





ROCHESTER, N. Y. 


way has been built connecting this new | 
store with the shoe store which she | 
has been operating at 156 North Main | 


Street. All the fixtures are of veneer 
natural wood. 

Mrs. Lovett, who was formerly the 
wife of Frank Lovett, one of Virginia’s 
well-known shoe merchants, has _ re- 
cently married Jack Wilkins, of Cleve- 
land, Ohio, who has been in the ready- 
to-wear and shoe business in that town. 


Opens Tacoma Branch 


PORTLAND, ORE.—TIra L. Stewart, 
owner of Stewart’s Cantilever Shoe 
Store, 812 S. W. Morrison St., has 
opened another store in Tacoma, Wash., 
at 754 St. Helens St., with C. E. Niles 
as manager. The Tacoma store will 
carry, in addition to Cantilever shoes, 
Ground Gripper, Dr. Kahler, and Phys- 
ical Culture shoes, the complete foot 
health headquarters line. As in all foot 
health headquarters stores, emphasis 
will be placed on providing foot com- 
fort by fitting the type of foot as well 
as the size, with types of shoes specific- 
ally designed to overcome the causes of 
common foot ailments. 


OBITUARY 


Allan M. Armitstead 


LYNN, Mass.—Allan M. Armitsiead, 
superintendent of the T. W. Gardiner 
factory of the United Last Co., Lynn, 
died last week, age 38. “His conscience 


| the Legion and of Masonic bodies. 





was in his daily work” says a friend 
and competitor. He was a last maker 
of extraordinary skill. He served in 
the World War, and was a member of 
He 
came to Lynn from Haverhill. He is 
survived by his wife and his brother, 
Rev. Johnson N. Armitstead. 


Frederick S. Smith 


PORTLAND, MeE.—F rederick S. Smith, 
67, who had been engaged in the retail 
shoe business in Portland nearly half 
a century, died in the Eastland Hotel, 
March 12, after a short illness. 

A native of ‘Portland, he became a 
clerk in M. G. Palmer’s store on Con- 
gress Street as soon as he left school 
and for many years he was manager 
of the Palmer. Shoe Company at 541 
Congress Street until it was sold last 
Fall, when he assumed the manage- 
ment of the shoe department of the 
J. E. Palmer Company. 

He is survived by 
daughter. 


W. M. Snyder — 


WASHINGTON, D. C.—William M. 
Snyder, shoe merchant here for many 
years, died in Sibley Hospital after an 
illness of about four months. 

He was a lifelong resident of Wash- 
ington. He had been associated for 
many years in business in the 1200 
block of F Street with his brother, 
Luther B. Snyder. 


his wife -and 
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WHERE TO BUY 


Children’s Footwear 


TS 8 











MBS. DAY’S IDEAL BABY — 


Infants’ Soft Soles.. 
intermediates ....... Py 


Flexible Hard Soles. .2-8 
Bend E- In-Stock 
MRS. Day's g IDEAL BABY 


Locust st" 2 Mass. 
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WHERE TO BUY 


Leathers 











MANDRUCCA 


is the registered trade- 


o 


mark of a unique, 

grained leather of (Si) 
superior tannage, Al 
originated by ee 

the under- tteiene 
signed. of thts 


Gre MTS, 


O° directly or by 
colorful imita- 
tion, wilt be 


"Sil prose- 
cuted 


R. NEUMANN & CQ. 


HOBOKEN, NEW JERSEY 
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WHERE TO BUY 
Shoe Trees 


lel 












QUICK PROFIT ITEM - 50 


SIMPLEX SHOE TREES 


SELF ADJUSTING yy) 


A Gentle Squeeze 
Inserts or Removes 





FOR MER 
ano WOMEN 


J Simplex 


SHOE TREE | CO. 








Cantilever Store Moves 


SEATTLE, WASH.—Slasor’s Cantilever 
Shoe Store has moved from its former 
Sixth Avenue location to a new store 
at 1428 Fifth Avenue, and has added 
a line of Dr. Kahler shoes. With these 
two widely-known makes of health 
shoes, they will specialize on corrective 
fitting for the relief of common foot 
ailments. New equipment has been in- 
stalled to enable this popular store to 
improve further its high grade service 
and to merit its designation as foot 
health headquarters. 
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| “PARIS WEARING KID BOOTS” 


WINCHELL REPORTS 


Walter Winchell, whose nose for news is 


| more sensitive than any man’s on earth, an- 


nounced the return of high kid boots in his 
news broadcast on Sunday evening, March 11th. 

“In Paris the ladies are wearing high boots 
instead of shoes,” Winchell said. ‘Russian kid 
beots are being worn with slightly shorter 
skirts. This applies to daytime wear only.” 

Winchell’s report bears out the trend toward 
a higher cut shoe which was revealed last 
winter in the six to eight eyelet oxfords and 
ties. 








Addresses Labor Leaders 


BRocKTON, Mass.—Emphasizing the 
benefits destined for both Brockton la- 
bor as well as its manufacturers, Har- 
cld C. Keith, president of the George 
E. Keith Company, last week reviewed 
the benefits of the code as affecting 
Brockton and its craftsmen at a large 
meeting of Stewards of the new Broth- 
erhood of Shoe and Allied Craftsmen, 
so well organized in the South Shore 
district. 

Mr. Keith predicted real business for 
the district now that its factories are 
on a competitive basis with the other 
shoe-making districts of the country 
and reviewed the proceedings of the 
code conference and series of hearings 
he recently attended at Washington. 





To Sell More Sport Shoes 


Los ANGELES, CAL.—By carefully ty- 
ing in with the sports clothes section, 
each young man liking extreme con- 
trasts between coat and trousers is 
made a potential customer for two and 
three pairs of shoes instead of but one 
pair in Silverwood’s, fine men’s store 
at 5522 Wilshire Boulevard, states 
Harry Frederick, manager of the shoe 
department. 

For example when a young man fol- 
lowing a prevailing custom in Los 
Angeles right now and buys a brown 
sport coat, a gray sport coat, a pair of 
tan striped trousers and a pair of gray 
trousers—a group line-up that offers 
him at least four combinations—that 
young man often is brought into the 
market for as many as three pairs of 
shoes. 

With such combinations he will be 
pleased with plain brown or plain gray 
suedes and both of these are presented 
to him. He likewise will be pleased 
with white buck shoes with a brown 
saddle. Occasionally he will prefer a 
black saddle. When a fourth pair of 
shoes are sold, then or later, this pair 
usually is plain white buck. 

With a line-up of shoes like this the 
young man goes into the summer well 
equipped even should he slip into lighter 
clothing when that season opens. 

Crepe soles last year were popular 
all through the summer, and the de- 
mand for this type of sole this year is 


| as strong as ever. 
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With the bellows 
back coats now coming in so strong, 
practically all of them in  nobby 
fabrics, the crepe soles are especially 
popular. 

“When a young man goes to the 
dressing room to slip into a pair of 
trousers to go with a nobby coat,” 
says Mr. Frederick, “we are ready with 
our shoes. One thing we are careful 
about is always to get both shoes on 
the young man so he will get the full 
effect and get his other shoes out of 
sight. The chances of selling are 
greatly increased by this plan. The 
other shoes fitting into the combinations 
are then presented one pair at a time.” 





Appointed Saks Buyer 


New York, N. Y.—M. Gerton is now 
buyer of women’s shoes at Saks-Fifth 
Avenue. He has been in the depart- 
ment for a number of years, serving as 
assistant to both Edward Cohen and 
Joseph Micheals. 





“ WEEKS BOUQUETS 








An Appreciative Advertiser 


Five years ago today, I wrote you a let- 
ter stating that I advertised in the Boot & 
SHoe Recorper for the past 32 years, week 
after week. Five years have elapsed since. 
It is just 37 years that I was one of your 


regular advertisers. Thirty-seven years is 
a long lane to walk through in business, 
and yet, I always find it a pleasure to be 
on the job, day after day, to be kept in 
touch with the business world. 

I believe I have been a consistent, and 
an outstanding, advertiser in your most 
faithful, painstaking Book of Knowledge, 
catering to the entire shoe, leather and ac- 
cessories people in the U.S. and the whole 


world. 
Max Glauberg, New York City. 


ww + 


Likes Editorials 


Permit me to congratulate you upon your 
excellent editorial in the Boor AND SHOE 
Recorper of March 3, 1934. 

If other great leaders in industry had the 
same social perspective as you have, this 
good old country of ours would be a happy 
hunting ground for all mankind. You cer- 
tainly have a fine social philosophy. 

Again I congratulate you. 


Mose Leibowitz, York, Pa. 
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° and convenient 

sh 

a wif your pocketbook is modest...here is an 

" ideal place to stay in New York. There's a new regime at Hotel LaSalle—a friendly 

of w If you want convenience...you’ll find your- “what-can-we-do-for-you" spirit that will make you 

ad self in the center of the shopping district, happy here. 

: one block from Fifth Avenue, one block from ; ; 

” Penn Station. All other means of transporta- You'll find us cheerfully ready to serve—anxious 
tion within half a block. to make you feel at home—determined to win 
wlf you want good food...you’ll enjoy our your constant friendship! 
meals prepared by women cooks...only fresh ; : ’ a 

vegetables used...home baked pastry. Here's a famous hotel, with outstanding facili- 

| w If you want an illustrated descriptive booklet ties, and yet with warmth and hospitality that evi- 
with a beautiful map of New York City...send dences our personal interest in you. 
for Booklet M. ‘ 
Our rates will please you, too! 
Hotel Ke | ee | James Louis Smith, Manager 
Herald Square tasatie street at Madison 
116 WEST 34TH STREET - OPPOSITE MACY’S. 
NEW YORK CITY 
NONE HOTEL LsSALLE CHICAGO 








What Spring Shoe Ads Say 


[CONTINUED FROM PAGE 21] 


ever tried on and looks well with every 
sports costume. $2.97.” 


KREEGER’S, New Orleans:—‘“Su- 
perb footwear by Andrew Geller... . 
Using a material as simple and un- 
compromising as Black Patent Leather, 
this master shoe craftsman has given 
us two models of exquisite grace and 
rare individuality. The perforted strip- 
ping is finely piped with white. 
Sandal or cut-out pump. $11.00.” 


NEIMAN-MARCUS CO., Dallas:— 
“Receiving a big rush . . . our tailored 
shoe-and-bag teams for juniors and 
collegiennes. Favorites: our crepe kid- 
skin shoes for their smart, rough finish 
and soft, cool feel on the foot. Our 
bags for their wanted small shapes and 
new lines. The Oxford of crepe kid- 
skin with rhythmic applique makes a 
small foot look even smaller! Sewn on 
the Inwood last, brown, blue or white. 
$10.50.” 


SOMMER & KAUFMANN, San 
Francisco:—“Have your Delmans made 
to order! Choose from twenty-five 
exquisite Delman originals in our cus- 
tom corner. We will gladly take your 
order for any of these exclusive designs, 
made to your specifications at prices 





ranging from $21.50 to $35.00. It is 
wise to place your order early, for it 
takes three to four weeks for delivery.” 


GEARY, STOCKTON & O’FAR- 
RELL:—“It’s Riboline Cloth 
which makes this new Spring shoe so 
chic and effective. And, notice the 
smart cutout vamp with clever leather 
buckles. This is one of the newest 
Spring styles which have just arrived 
and which you must see before you by 
your Easter footwear. Navy, Brown, 
Black. $12.50.” 


MARKS ISAACS, New Orleans:— 
“Fashion is Harping on Blue Shoes. . . 
Navy wins all fashion honors in this 
Spring’s footwear, and Marks Isaacs 
offers the very smartest new Spring 
styles in navy blue kid pumps, ties, 
straps and gore pumps.” 


HUDSON’S, Detroit:—“No bother 
with ties, this new Collegebred zips up 
snugly over the instep—yet there’s no 
binding, the elastic gussets take care 
of that. And because it’s in sports- 
‘manlike Mandrucca calfskin with all 
leather heels, it’s the very jolliest sort 
of a companion for your Spring tweeds 
or campus clothes. Sketched is “Skippy” 
—you’ll find several other smart styles 





with this talon fastener feature. Blue, 
grey, brown, or beige.” 
And the more conservative copy, 


characteristic of most men’s shoe ads: 


DREYFUSS & SON, Dallas:—“You 
can’t wear out this looks. . Smith 
Smart Shoes for Spring. Individual at- 
tention is given every Smith Smart 
Shoe to make sure that it is as perfect 
in fitting and smart in styles as hu- 
manly possible. The “Parktown,” il- 
lustrated, is a shoe of quiet distinction. 
Black or Brown Calf.” 


WETHERBY-KAYSER, Los An- 
geles:—“A gentleman’s shoe that pays 
dividends in long wear.” 





Challenge the Imagination 


[CONTINUED FROM PAGE 14] 


a woman to subject her foot to a dou- 
ble or triple A when she ought to be 
in a comfortable C or D. Some of his 
favorite maxims are: 

“It isn’t how long your feet are, 
girls; it’s how wide.” 

“Be careful that you are not a ‘snob’ 
about your feet, thus forcing your foot 
to an unsuitable fit.” 

“If you have a pretty face and bad 
ankles, woe betide you.” 

The fact that Perugia is able to offer 
the New York woman continental de- 
sign in shoes made of superior Amer- 
ican materials is the ace card which 
Saks holds in this promotional idea. 





WHERE TO BUY 


Men's and Women’s 
Shippers 


W. 8S. CHASE & SONS, INC.. 
HAVERHILL, MASS. 
in Steck—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 


Kid Pullman Slippers 
colors and black with 


Snap Pocket 1.35 
Zipper Pocket $1.50 


KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.35 


No. 40! Black 
Kid $1.85 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


vi v 


8 A Oe 


WHERE TO BUY 


Hosiery Protectors 


8 FS 8 OO TO 





When you see the name 
TIFFANY 


on fine jewelry 
or 


WALK-EZE 
on Stocking Protectors 
it means QUALITY 

Only WALK-EZE’'S are 
made of patented 
materie! that is 
—washable—hygienie and 
sweat proof, 


Sizes for Women, Protected by 
Men and Children rent Ree 


Order from your jobber or 281021 
WALK-EZE. Sales Offices stamped vin every pale. 


Executive Office: Syra N. Y. 
di, : 1141 “Breadway 
CHICAGO: 114 E. Austin Ave. 

CANADA: 729 St. Antoine St., Montreal 

















Charles T. Dunnett 


TRENTON, N. J.—Charles T. Dunnett, 
buyer of women’s and children’s shoes 
for H. M. Voorhees & Bros., Trenton, 
N. J., for the past 17 years, died after 
a brief illness on Wednesday night, 
March 7—funeral Saturday, March 10 
at 11 o’clock. 

Mr. Dunnett was apparently in his 
usual good health and attended to busi- 
ness on Teusday as usual. He was 
stricken on Wednesday with a heart 
condition which resulted in his death 
on Wednesday night. 
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SANDAL SELLING TO THE CLASSES 


Miami Beach, Fla——A corner of the Burdine | the play that sandals receive. 
This is one of the |North are experiencing a tremendous sandal 
Note | interest even this early. 


Roney Plaza shoe salon. 
most attractive departments in the store. 


Stores in the 





TRADE LITERATURE 


United’s Sports Lines 


St. Louis, Mo.—Recently published 
—the Spring and Summer catalog of 
the United Shoe Mfg. Co. (Div. of the 
Brown Shoe Co.)—featuring Hu-MAN- 
ic, Pedwin and Foot-Fan shoes. High 
spots of the booklet: The picture-back- 
grounds for the illustrated shoes, of 
race-track, golf-course, beach and 
yachting scenes; the Foot-Fan line of 
super-ventilated, cool-wear Summer 
shoes; the variety of styles in conven- 
tional punched patterns; the attractive 
white Seal-O’s and other numbers, 
priced for volume selling. 


P. W. Minor’s Catalog 


BaTAviA, N. Y.—The handy catalog 
of P. W. Minor, (“Treadeasy”) show- 
ing their in-stock line of women’s shoes 
for Spring 1934, has recently been 
issued for the trade. Many smart pat- 
terns are featured, and among these 
are some modish “blues” in kid, patent, 
calf, and crushed porcupine. A dozen 
or more numbers in the “whites” (kid, 
calf, genuine buck, and pigskin) are 
also presented. 


“Edgerton” In-Stock Offices 


MILWAUKEE, WIs.—In addition to the 
office at 144 Duane Street, New York 
City, the Nunn-Bush Edgerton shoe for 
men may be obtained by sending in 
orders to the Nunn-Bush concern in 
this city and also at 111 New Mont- 
gomery Street, San Francisco. 











COL. CONKLING TRIES TO 
RESIGN 


Col. Roscoe S. Conkling, Deputy Adminis- 
trator for the NRA and in charge of the Boot 
and Shoe industry codes and several affiliated 
types of codes, has submitted his resignation 
effective April Ist. Col. Conkling has lived 
with the shoe codes since their inception. He 
has endeavored to resign time and time again 
but has been continually requisitioned by Gen- 
eral Johnson and industry to “stand by the 
codes.” He is scheduled to conduct the code 
hearing for the Shoe Pattern industry, Thurs- 
day, March 29th. 

Rumor has it that Leigh Ore, who has been 
assisting Col. Conkling in the Boot and Shoe 
codes, will take charge of these codes after 
April Ist if Col. Conkling’s most recent resig- 
nation is made final. 








——— = 


Typical Code Cases 


[CONTINUED FROM PAGE 32] 


8. Labor complaints and the trade ad- 
justments were corrected through the 
weight of facts and because of moral per- 
suasion. Compliance was immediate and a 
recheck has shown that promises on the 
part of retailers to comply with the code 
have been kept. 

9. Whenever a complaint is made the com- 
plainant’s name is of course held sacred. 
Therefore, the employer finds it impossible, 
if it was his desire, to bring any hardship 
on the informant. Because of the faith 
which employees now have in the code 
Authority we receive numbers of irregu- 
larities to correct. 

10. Stores displaying signs such as, “Must 
Vacate;” ‘‘Lost our Lease;”’ “Going out of 
Business;’’ and so forth, are investigated 
and where we find that there is no justi- 
fication for the sign, down it comes. One 
store stated twelve thousand pairs of shoes, 
$100,000 value “‘Must be cleared away im- 
mediately” and so forth, was visited and 
the next day the large signs were down. 
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This popular type 
of shoe construction 
is found in a wide 


range of smart styles 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ONE WAY TO INCREASE at D 
YOUR VOLUME OF BUSINESS... USE -\ FOOT — | o 
RECORDER WINDOW DISPLAY CARDS | \SMARTNESS\ fn 


















Ee 


EASTER PABADE 














\ 
Tones of lavender—effective 
for Easter and Spring. 
ALSO, for March and Easter, 
a white card, design of yellow 
IF bunnies & lavender eggs. 
Size: 8x14" &2 
a) 
7 pi 
Your window shoppers were as enthusiastic about COMPLETE TEXTS a 
sent on request . 
your shoes as YOU are... di 
4 cards—Women’s Shoes SE 
¥ . 2 cards—Men’s Shoes 
Man-o-man, what a business you'd have !! 1 card—Children’s Shoes f 
1 card—Hosiery a 
6 —— oe i Service. wl 
ive ll-wor ispla r onvey YO iting, Quality, Ete. 
Attractive, well-worded display cards c y YOUR Pie: 2 ipa Pp 
enthusiasm, your confidence, your desire to render Without Text: 35¢ each e 
real service. Modernistic price ps 


ticket—lavender & 


$795 purple tones. 


ALSO _ in-stock — an 
Easter ticket, lily de- 
sign-white and purple 
coloring. 


RECORDER DISPLAY CARDS DO THAT FOR YOU! 


Samples sent on request aie ae 


scribers at prices listed 

















ie below. I 
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“L": Blue & Silver “I”: Pale Green “gy, aa 
deztgn om bol Design on Bal. CS" metht Yalow, cara TSM™ pL, “O's Orange "0": Rose Dusen 
Orange. Yellew. No... 
Attractive Hand Lettered Price Tickets “5” coma 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK — 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“Polly Clips for tickets: 1% gross $2.25 7 os tll 
(adjustable—tilts at any angle) 1 gross $4.00 . uieuee 
“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 = 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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DO YOU WANT 
SIX TIMES MORE PEOPLE 


TO STOP AT YOUR WINDOW? 
IF INTERESTED, WE WILL TELL YOU HOW! 


ORE SHOES! 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


.v One merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre 
ferred to blanks; harmonizing tickets, with prices as 

to assure well blended trim, are 35¢ per fifty, additional. 







HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 


Comfortable 


size card. They 

harmonize with ts 

the finest of win- te “ 
dow display fix- “this pt Re 
tures. Walking, Shoe. 








Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 
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Seleet the Service You Wish— 
Mail Coupon—See Sales Jump! 
SERVICE NO. 1—$5.00 monthly: 


12 display cards... 6 holders. . 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards .. . 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards .. . 2 holders .. . 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling Mes- 


sage.” beginning with February, for card service 

Nia: cciiidee , for one year, consisting of........ card 

° holders (with the first month’s service), ......... cards 

ae eoeeere blank tickets each month—OR—........ 

: [IMPRINTED tickets at 35¢ per fifty, additional, for ; 
which we will pay $........ per year, payable $........ ' 
per month. For cash in advance, full year’s service, 


5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.60 per month additional for each month’s service 
: delivered, and agree to return the card holders.) 
We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 




















SALESMEN WANTED 


LINE WANTED 


FOR RENT 














SIDE LINE SALESMEN 


wanted to sell New York’s most popu- 
lar line of Juvenile Shoes in States of 
New York, Pennsylvania, Michigan, 
Illinois and all Southern States. 
State Experience and Reference 
MORRIS SHOE CO., INC. 
143 Duane St., New York, N. Y. 








LINE WANTED 
For Western New York 


Experienced salesman wants line of 
men’s medium priced welts or women’s 
low to medium priced novelties. Will 
work on straight commission. Ad- 
dress D-680, care Boot & Shoe Re- 
corder, 239 West 39th Street, 
Zon, M. 2. 


New 








FOR RENT 


On Commission Basis 
Completely equipped Shoe Department in one 
of America’s finest Women’s Specialty stores 
—ample window space for display at all 
times. Only well rated, high-grade oper- 
ators, featuring good shoes from $6.50 to 
$10. _ be considered. 

BROTHERS COMPANY 
AQUILA COURT, Omaha, “Nebraska 














SIDE line Salesman, Commission Basis. Old 
Established House. Stitchdown Shoes, Slip- 
pers and Beach Sandals for Retail Trade. Give 
territory, experience and references. Address 
D-660, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y 





ANTED—Side line representatives now cov- 

ering wholesale jobbers in the various trades, 
te carry “WHITE SHINE” Cleaner, for all 
white shoes—a new six ounce value—the big- 
gest on the market. Commission 12%. Must 
be able to finance himself. Many territories 
available. Write for sample, giving references. 
White Shine Manufacturing Co., 306 Rhode 
Island Avenue, East Orange, N. J 





WEL .L_ known shoe polish manufacturer has 
openings on sales force in several terri- 
Address D-682, 


tories. Attractive proposition. 
239 West 39th 


care Boot & Shoe Recorder, 
Street, New York, N. Y 





ALESMEN, experienced only with following 

among retail shoe trade, department stores 
—sell ladies’ shoe ornaments, buckles and bews 
—all territories—wonderful opportunity—com- 
mission—SHOE ACCESSORIES COMPANY, 
43 West 16th St., New York City. 





ALESMEN wanted, soft soled leather and 
beach slippers. All territories open. / 
dress D-677, care Boot & Shoe : aan 239 

West 39th Street, New York, N. 








FOR SALE 


EXCLUSIVE women’s medium priced shoe 
store for sale in West Virginia city. Es- 
tablished ten years. Modernly equipped. 
Splendid opportunity. Will sell with or with- 
out mdse. Address D-678, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
a 





ANTED—-Men's, Women's, Children’s line 

for Wisconsin, Minnesota and Michigan by 
Retail man with good references. Address 
D-674, care Boot & Shoe «< e 239 West 
39th Street, New York, N. Y. 

ANTED, line of shoes + the State of 

Texas, by salesman who lives on the terri- 
tory, has a good following and well acquainted. 
Will carry either men’s, women’s or children’s. 
G-52, 3rd Avenue Hotel, Rome, Ga. 











POSITION WANTED 


XPERIENCED salesman with big follow- 

ing in California, specializing dept. store 
basements, desires connection with a _ factory 
carrying floor stock. Infants’, children’s, misses’ 
and grown. girls’. Pre welts, stitchdowns, 
turns. Have an assortment and a car and 
can give you excellent service. Sam Jarmul- 
owsky, 1924 Franklin St., Oakland, Cal. 
CAPABLE manager, salesman, window trim- 

mer. Age 42, 16 years’ experience, selling, 
managing and merchandising popular price 
shoes. Will go anywhere. Best references. 
Address D-675, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 

UYER MANAGER—COMPETENT EXEC- 

UTIVE—Desires A_ Change. 15 years’ 
experience—thoroughly familiar with every 
phase of modern merchandising in price ranges 
from $5.00 Up. Quick turnover; operating 
on a skeleton stock a specialty. Now employed 
in a high grade department store as Assistant 
Manager and Buyer. Doing approximately 
$120,000.00 volume a year. Age 33—unin- 
cumbered. Prefer South or West. State your 
proposition in full first letter. Address D-683, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 

















WANTED TO PURCHASE 


OUNG man wishes to buy shoe store for 

cash. Must be cheap. Address D-676, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 











MANAGERS WANTED 


MANAGER WANTED — Capable and ex- 
perienced man to manage stock and shipping 
departments of New York wholesale shoe house. 
State experience and _ references. Address 
D-684, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 











BUSINESS OPPORTUNITY 


WANTED: A Juvenile Shoe Manufacturer or 
an individual to invest in refinancing an es- 
tablished business in a Florida West Coast city 
over 100,000 population. References and infor- 
mation will show I have a real honest, profit- 
able proposition, whether or not you live in 
the South. Address D-681, care Boot & Shoe 
eam 239 West 39th Street, New York, 
N. Y. 








ESTABLISHED organization calling on all 
shoe manufacturers in New England terri- 
tory for many years; intimate following; Bos- 
ton Office, three salesmen, two cars, represent- 
ing well known shoe fabric house, desires addi- 
tional non-conflicting line. Address D-679, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








Reports Increased Business 


SaGinaw, MicH.—Since taking over 
the Dorothy Dodd shoe store in this 
city, Ed Brandi has seen quite an in- 
crease in business. The store has been 
remodelled inside and out. Hosiery and 
pocketbooks are carried in addition to 
women’s shoes. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified ad Minimum 
x number is desired twelve words 
id be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
®® Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


vertisements the rat* is 7 cents per word. 
should be added fcr the address. In all other cases each 


charge 
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MERCHANTS’ NEEDS 








New Improved 
Pouy,Cup 
for Price Tickets 
84.00 

@ross jalf gross 
Tilts at any angle 
M. D. POLLINGER CO. Holland Bidg., St. Louis, Me, 











VAINGL OAL a 
qlP SPECIALISTS 


a INTERS, DESIGNERS AND ENGRAVERS I] 
HILL 
} 


THE AMERICAN PRINTING s¢° LABEL CO 
| ute How fot Samples’ | 


314-316 E.12th St, CINCINNATI. OHIO 





March 24, 


1934 


Children’s Spring Styles 


MIAMI, Fta.—The Lorraine Bootery, 
located in the Lorraine Arcade, caters 
to children both in Miami and Miami 
Beach. The report from Miss Dorothy, 
one of the owners, is that white is over- 
whelmingly popular for children, both 
boys and girls, this season. It is by 
far the heaviest white year since 1928. 
Some white and black is worn in sports 
models, but to no great extent. Patent 
leathers, even for formal dress occa- 
sions, is very slow. 

There is a big demand for sandals 
and perforated shoes. The barefoot 
and sun sandal is good, doubtless be- 
cause of its comfortable and health- 
giving qualities. Children are wearing 
more sandals for beach and play today. 
The fad for bare feet seems to have 
passed. More sandals have been sold 








ee JUST WEST of BWAY 


NEW YORK 


1000 ROOMS...EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


ropMS $950 UTES $600 











The Catalog of Freeman 


BELOIT, Wis.—The Spring and Sum- 
mer catalog of in-stock men’s shoes re- 
cently distributed to the trade by the 
Freeman Shoe Corporation is something 
distinctive in shoe catalogs. But that’s 
faint praise. These shoes are reproduced 
by means of 3-color process engravings 
which are made directly from the shoes 
themselves, with backgrounds of vari- 
ous suit fabrics suitable for each type 
of shoe illustrated. Upwards of a hun- 
dred styles are pictured, and if this 
booklet isn’t the last word in the faith- 
ful portrayal of what a manufacturer 
has to offer, we have yet to see one that 
does. Among the sport shoes are white 
buckskins, washable cream calfs, cape 
seals in brown, and brown and white, 
Norwegian calfs, Nu-bucks in whites 
and grays, elks; and in the ventilated 
shoes, elks and calfskins and the com- 
bination, in white, browns, and black. 
In stock, also, are some higher shoes in 
“Master Fitter” and other lasts, in 
Kangaroo, kid, and calfskin. Stocked 
size range of all these shoes is, AAA to 
EEE, 5 to 14. 





this season than for three years past. | 
Doubtless the white shoe has its ef- | 


fect on the sock selected because more 
loud-colored socks are being selected 
right now. Bright colors and white 
with bright trim seems to be popular. 

For the older girl, ghillies are excep- 
tionally good. Again the white shoe is 
popular, five pairs of white being sold 
to one of color combination. Something 
new is being noticed in shoes for the 
growing miss. For some time the busi- 
ness and profesisonal woman seeking 
a comfortable; yet smart, low-heeled 
shoe has been patronizing the girls’ 
department and selecting sport shoes 
there. Now, for semi-dress wear, these 
same women are buying the low-heel 
kid pump, which is the dress model for 
the young miss. 








BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building practices of $5000.00 
to $10,000.00 a year in this new and dignified 
profession. Home study course, including equip- 
ment, furnished at low cost. Easy terms. Write 
THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 

















WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Brand Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 

















Urges Multiple Buying 


Chicago, Ill_—Signs swinging from long iron 
cee in Cutler’s keep reminding the customer 
that; 

Don’t Stop With One Pair 
Buy Two or Three. 
and; 
Buy Several Pairs 
While Your are Here. 


A number of these signs keep reiterating 
the fact that it is wise to buy two or more 
pair of shoes at a time; and so prepare the 
way for the salesman’s personal approach on 
the subject. 














Four Interesting Windows 


CuHIcAGO, ILL.—A unique display in 
the window of Palmer Bootery gives a 
lot of information in a nutshell to the 
gal who hops around show windows lay- 
ing in a supply of what’s-what. The 
display is a four ring show. Number 
one sets up a row of black pumps in 
sizes 1 to 10. Number two offers pumps 
in widths C to quadruple A. The third 
set of shoes exhibits types of vamps— 
short, medium and long. In four, heels 
run off with the show. A low, 14/8, 
Baby Louis; a high, 24/8 French; a 
low Baby Louis, and a medium, 20/8 
French, are the numbers. 








Gregg Opens Second Store 


DETROIT, MiIcH.—Earl W. Gregg 
opened the second store of Earl’s Smart 
Shoes in the Eaton Tower, in the lo- 
cation formerly housing Walk-Over 
Shoe Store. Larry E. Silver is as- 
sistant general manager to Gregg, and 
Arthur Cohen takes over management 
of the old store, while Clyde Coates 
is manager of the new location. 

The new store is large and commo- 
dious. A full mezzanine on three sides 
of the store is used for office and stock 
purposes. On one of the main corners 
of the city, facing Grand Circus Park, 
this is one of the livest store locations 
in the city, and local shoe men predict 
success to Gregg’s new venture. 


Champion Managing 
Jackson Store 


JACKSON, MIss.—The Princess Slip- 
per Shoppe opened for business last 
week at 226 East Capitol Street and 
is presenting a line of moderate price 
shoes for ladies. Roy Champion, who 
came here six years ago with the open- 
ing of the Cinderella Slipper Shop, is 
managing the new store. 




















U 


Play Up the Selling Points 
[CONTINUED FROM PAGE 26] 


to simplify the task of the salesman at 
the fitting stool by educating the cus- 
tomer to a general idea of what he or 
she should expect to pay. Price argu- 
ments at the fitting stool may lead to 
lost sales and send the customer away 
from the store with a grievance, real 
or imaginary, that may result in a 
permanent loss of patronage. 

But don’t just show a lot of shoes 
and price cards in a “Take them or 
leave them” manner. Give your win- 
dow a background or setting that will 
attract the attention of people and tend 
to put them in a receptive state of mind 
as they look at your shoes. At this sea- 
son of the year, a background that sug- 
gests the use of the shoe, or the occa- 
sion when it is to be worn, whether 
for sport, street, formal occasions or 
what not will be most effective. Pay 
a lot of attention to the display cards 
you use. Don’t let them be perfunctory 
affairs, that merely fill a space that 
couldn’t be used to advantage in any 
other way. Make sure that every dis- 
play card carries a simple, direct and 
clear selling message, in harmony with 
the display and the general idea of the 
window. Remember that backgrounds 
are intended primarily to get attention, 
price cards to give information most 
customers wish to know, and display 
cards to carry a direct sales appeal. 
Backgrounds and display cards that 
suggest the use of merchandise become 
doubly effective. 


Byrd in “Little America” 


[CONTINUED FROM PAGE 15] 


tionary ideas in lasts and _ styling. 
At the end of this time his commis- 
sions amounted to $5,000 yearly. An 
arrangement with a Brockton manu- 
facturer to give him stock of shoes 
on consignment, and Mr. Melville 
was again in business for himself— 
this time as jobber, specializing in 
men’s shoes which he designed and 
styled himself. This was a success from 
the beginning, and he was soon doing 
a business that amounted to approxi- 
mately $600,000. It was after a failure 
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through no fault of his own, that Mr. 
Melville decided to concentrate his en- 
tire efforts to the retail field. This was 
in 1907, and he started on a capital 
which had dwindled to $13,000, to in- 
augurate two retail stores in Brooklyn 
and one in New York City. Adopting 
the name John Ward, these stores grew 
with tremendous rapidity, reaching in 
the year 1920, a volume which amount- 
ed to $5,000,000. In 1900 he started 
the chain of stores known as the Rival, 
and these paralleled in proportion the 
success of the John Ward chain. The 
Thom McAn chain (starting in 1922), 
the most successful chain of the three, 
did, in 1929, a business of $22,500,000. 

Back to the banquet, for the after- 
dinner entertainment.. Speeches, and 
then there was shown a motion picture 
depicting various scenes from the color- 
ful life of Frank R. Melville, Jr., punc- 
tuated with events in national history 
which influenced the shoe business. 

A resolution was adopted by the 
managers of the Manhattan district— 
embossed and _ properly framed—it 
read: Whereas, we the managers of 
this district, desire to extend to our 
chief. Frank Melville, Jr., this Man- 
hattan Pledge: 


We pledge to you, Chief Melvillier, 

To be the most fair and most sincere 
By sharing with each comer new 

The basic facts we’ve learnt from you. 


We’ll keep on training every man 
In all that’s meant by “Thom McAn” 
And from this task we will not quit 
Until we’ve taught them how to fit. 


So let’s all strive to play a game 
That’s worthy of our grand old name. 
With thoughts like those right from the 


core 
We MUST Sell More in ’34. 
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Last year, after a long series of experiments, New Castle 
White was introduced. Manufacturers who used it found 
it highly satisfactory in both color and quality. 


This year, New Castle White is established. Volume or- 
ders are coming in on all grades. It takes its place with 
the best of white leathers, because of its clear, brilliant 
color, its firm, supple texture, its proved durability. 


Shoe design 
by Jean Brock 


A high-heeled pump 
New Castle White kid, 
trimmed with Navy-biue 
piping and feather stitch- 
ing, is smart for wear 
many Navy- 
and-white costumes that 
reflect the newly feminine 

trend of fashion. 
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CHART YOUR BUSINESS FORA | 


Remember that you could have turned stock at least 
once again last summer, if you had had sizes in white 
washable kid shoes. Your records will show that you 
had broken runs early in June.... before the real de- 
mand had actually started. 


An upturn in business is coming with the LEVOR 
season ....the happy summer weather days of white 
kid shoe volume. Look at this chart. What you profited 
in 1933 from white shoes is represented by the level at 
which “THE WHITEST WHITES’ enter the picture. What 
you can profit in 1934 is shown by the upward move- 
ment on the squares—each block being equal to 10%. 
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G. LEVOR « CO.,INC. 


GLOVERSVILLE, N.Y. 
TANNERS OVER 58 YEARS 
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1A SPLENDID RECOVERY! 





















































40% over last summer's white kid shoe business will not be miracle 
work for real merchandisers. Not this year, with nation-wide demand 
pre-determined and LEVOR'S improved new tannage so convincingly 
salable. Concentrate entirely on white LEVOR kid .... permanently 
the purest, most brilliant white: washable and dependable. It is the 
most favored white kid in quality and volume lines. 
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Manufacturers and Shoe Merchants who are 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 


notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 


standing new developments in smart shoes for 


THE women. 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 
THIN SHANKS — CLOSE EDGES 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


1934 
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FOOT HEAL 


THE YEAR ROUND 


When you sell Musebeck Health Spot Shoes— 
You sell foot Health every day of the year— 
A special service that creates life customers 





Copyrighted 


Now is the time to get feet in shape 
for the summer. Many people 
dread to see summer coming be- 
cause they suffer so much with 
their feet—these are the people 
you can help by fitting them with 
Health Spot Shoes now. The 
special Health Spot construction 
straightens up weak feet relieving 
all foot strain—the first step to- 
ward better foot health. 


BROUWER; 
RUE 


268 


S088 \ S0888 White Kid 
Black Kid = S088 Black Kid 
Ses S079 Brown Kid 


Widths: AAAAA—EEE 
Sizes: 244—11 


One of our dealers says: “Style plays such an important part in the selection of shoes that even 
the persons who require ‘corrective’ shoes must be persuaded to realize that in the construction 
of scientifically correct shoes—a certain amount of style has to be discarded for health.” We say: 
‘Health plays such an important part in life that we refuse to sacrifice it for style.” Health 
shoes no longer have to be freakish looking or clumsy—but they have to be built heavy enough 
and strong enough to hold feet in the normal position. Any objections to the looks of Musebeck 
Shoes are soon overcome by the extreme comfort received from them. Dealers often tell us of 
women who bought one pair and liked them so well that they came back and bought the same 
shoe in the other two colors. 

Write for your copy of our new catalog to be issued April 15. It contains information—never 
before published—valuable to every dealer and every sales person—the complete story on how 
to straighten up weak feet. 


MUSEBECK SHOE COMPANY 


Danville, Illinois 
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LEADING MANUFACTURERS OF BOTH BENCH-GRADE AND VOE 


PRICED SHOES ARE NOW USING 


‘WN the past few weeks I have talked with 
many of our leading shoe manufacturers. 
And I find there are, generally speaking, four 
groups of factories that are already using or 
investigating the Del-Mac System. 


1. Ie you are a manufacturer whose busi- 
ness would benefit from the use of animproved 
method of making single-sole shoes—then you 
will want to investigate the Del-Mac System. 


» your aim is to increase 
the quality of single-sole shoes, 
while reducing the number of 
operations required in their 
manufacture —then you will 
welcome the simpler opera- 
tions of the Del-Mac System. 


J. lt you are looking for a 
way to save time and cut the 


THIS IMPROVED METHO! 


factory costs of making single-sole shoes— ‘ 
while improving their quality and comfort, 
the simplified operations of the Del-Mac 


System will command your attention. 


4, If you have never been satisfied that 
single-sole shoes are as flexible as it is pos- 
sible to make them, you will want to use 
the Del-Mac System.” 


The Del-Mac System was invented by Fred 
Maccarone and perfected in the 
Delman factory. As one of the 
most outstanding advancements 
in the science of shoe-making, 
it should be investigated by 
every progressive shoe manu- 
facturer. All communications 
should be addressed to 
The Del-Mac System Corp., 
304 E. 45th St., New York. 
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@ The Del-Mac System is a tremendous step 
forward in the manufacturing methods now in 
use. An outer sole is rounded out as usual. Then 
it is put through the splitter with the Del-Mac 
special *templet. In one, single, clean operation 
the sole is automatically spliced—leaving a finely 
bevelled sole-shaped opening in the top part of 
the split sole. (See below). This top section, which 
becomes the base upon which the upper is pulled 
over and lasted, fits back, with fine precision, 
onto the bottom part of the spliced sole. No 
special machines are necessary —no re-lasting— 
no expensive labor costs. Innersoles are elim- 
inated. Because of the perfect bevel, no sharp 
ridges can result, even on a carelessly laid sole 


—regardless of whether it is cemented or sewed. 


Dg 5 


® 
amo 
# ad 
Here is a single sole after being run through the 
splitter with the Del-Mac special *templet. 





A finished shoe with a single sole that flexes at the 
slightest touch, while still retaining its smort shape 


@ Mr. Fred Maccarone with the Del-Mac special *templet, 
splitting a single-sole with such fine precision that the 
two parts will fit together again as a single-sole. 


The D el-Mac System 


CORPORATION 
304 EAST 45th STREET . NEW YORK 


*Patent Applied For 
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AN Active Business Neeps 
LIQUID WORKING CAPITAL 


HOE manufacturers who now use our constructive 
factoring service have solved the working capital 
problem and eliminated credit losses as well. 


OU can do the same by using the facilities of this 

organization which enables you to receive cash 
immediately as goods are shipped to your customers; 
yet each customer gets his regular terms. 


ITH capital and surplus of over seven million 

dollars, Commercial Factors Corporation is 
prepared ... and qualified . . . to serve the Shoe and 
Tanning industries. 


You are invited to confer or 
{ communicate with us and secure | 


full information. . . 


COMMERCIAL Facrors CORPURATION 


FRED’K VIETOR & ACHELIS, ING. SCHEFER, SCHRAMM & VOGEL PEIERLS, BUHLER & CO., INC. 


Established 1828 Established 1838 Established 1893 














TWO PAR K AVENUE...NEW YOR K 
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